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PREBUILT HOUSING _ Fer Dealers 


—page 30 


Will Affect Your Business How to Gel 
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DEXTER 


REPLACEMENT 


-=6KIT 


® Doubles your profit — you sell a Dexter 
lockset with every LOCKIT 

® Completely covers all holes, scratches and 
unpainted areas 

® Fits all locksets with 2%” to 25%” roses 

® Replaces all mortise locks with escutch- 
eons up to 7%” in height 

® Large escutcheons No. 1826 —3'%” x 
10” also available 


LOCKITS are individually pack- 
aged, 10 to a self-selling carton 


DEXLOCK 
sv DEXTER 








Catalog No. 1830 


DEXTER LOCK DIVISION 


Dexter Industries, Inc. — Grand Rapids, Mich. 
In Canada: Dexter Lock Canada Ltd., Galt, Ontario. 
In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. 
Monterrey. Dexter locks are also manufactured in Sydney, 
Australia and Milan, lialy. 
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BUY DEXTER 





New Profit Companion for Reynolds Rib Roofing 
—at lower cost to dealers! 


Now you can feature handsome, money-saving sky- Ask your supplier of aluminum rib roofing for prices 
lights with your aluminum rib roofing, and boost and samples. If he hasn’t stocked Rib Stylux yet, 
your sales appeal and profit on every job. write us ... we'll be glad to send you complete details. 
New Rib Stylux panels are shaped exactly like the 
roofing panels, and are priced to dealers at less than 
any skylight available before to match rib roofing! » oe 
Rib Stylux panels fit right in with the shape and Have you taken advantage of Stylux opportunities? 
; > : : These top quality translucent panels are proving to 
size of all widely-sold brands of aluminum rib roof- Nee lvabl a aaah aed 
4 , - } : a valuable promotional product for dealer sales. 
ing. They bring diffused, natural light into farm, com- Popular styles, with 214” and 1%” standard corruga- 
mercial and industrial buildings, cut lighting costs, tions, are also available in a wide choice of decorator 
make work easier. They are shatter-proof, weather- colors for patios, canopies, carports, room dividers, 
tight, long-lasting, easy to install. fences and many other uses. Write for samples, sales 
Wide width of Rib Stylux gives 4-ft. coverage ... aids and the name of your nearest distributor. 
lengths are 8-ft., 10-ft. and 12-ft. to match roofing. 


Si hurx, 


PLASTICS DEPARTMENT— BUILDINGS DIVISION @ BUTLER MANUFACTURING COMPANY ©® Dept. 101, 7400 East 13th Street, Kansas City 26, Missouri 
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NO OTHER BUILDING BOARD 
MEASURES UP TO RUBEROID STONEWALL 











RUBEROID STONEWALL BOARD is 
the ideal asbestos-cement flat sheet for 
farm construction and remodeling. The 
easy-to-handle 4’ x 8’ sheets go up fast 
over barn and service building sidewalls. 
Stonewall-covered walls last years longer 
without maintenance. 


RUBEROID STONEWALL BOARD is 
the perfect answer to cost-cutting in qual- 
ity board-and-batten new homes. It’s 
easy to apply. Just score and snap to 
size. Stonewall takes paint beautifully if 
desired. Reduces homeowners’ mainte- 
nance year after year. 


RUBEROID | 


RUBEROID STONEWALL BOARD has 
thousands of uses whether indoor or out 
wherever a fire-resistant, moisture-re- 
sistant, vermin-proof building board is 
needed. See your Ruberoid representa- 
tive or write: The RUBEROID Co., 500 
Fifth Ave., New York 36, N. Y. 


HELPS YOU BUILD...BUSINESS! 
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Something To 
Think About. . . 


* Now that the heat and building rush 
of summer is here, you've probably for- 
gotten about the doldrums of last win- 
ter, when so many dealers experienced 
a slump more drastic than the usual 
mid-winter downturn. 

But another winter will be around 
soon, with the same general downturn 
in new home sales. 

Need it be that way? That’s what two 
Michigan dealers asked themselves last 
year. They answered their question with 
two model home promotions that at- 
tracted crowds almost equal to their 
town’s population! .. . in mid-winter. 

The Abrahamson-Nerheim Co. of Lud- 
ington and the Smith Lumber Co. of 
Portland gambled on the unusual season- 
al promotion and racked up impressive 
sales results as a dividend. 

Both dealers participated in the Mason- 
ite Showcase of Famous Brands model 
home promotion. |Abrahamson-Ner- 
heim’s four-day open house attracted 8,- 
737 in Ludington, whose population is 
slightly more than 10,000. Six remodel- 
ing jobs stemming from leads received 
at the promotion have been completed 
and 43 more have been sold. In addition, 
—, homes of the model displayed were 
so 

The Smith Lumber Company’s week- 
long open house attracted 4,230, only 
slightly less than the town’s population of 
3,500. Seven home improvement jobs 
were sold from leads obtained during the 
open house and 46 more are pending. 
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WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a pr ive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, ae sales of new homes 
or remode ing packages (rather than 
pieces) to bul ders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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Can Wholesalers Survive? 
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Prebuilt Housing Will Affect Your Business 
Here’s how and why—a special report which describes 
present growth of prebuilding and the possible direction 
it will take. 


Jobber’s Plant Can Produce 4 Houses a Day 
More than 40 dealers have already sold one or more 
Showcase homes with prebuilt components from Iron City 
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Dealers Buy Wholesaler’s Lu-Re-Co Plan 
By end of year, Building Material Distributors, Rapid City, 
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PERSONAL VIEWPOINT 





Can Wholesalers Survive? 


We'll answer this question immediately. The building materials 
wholesaler will survive as a group and grow in importance. Further, 
we believe he will be running a more interesting operation, vital to the 
majority of our retailers. 

There are no “ifs” in this forecast. All wholesalers won't survive but 
those who do will be prosperous and a credit to the industry. Further, 
it is not too difficult to indicate the new services and products whole- 
salers will explore successfully in the years ahead. 

That wholesalers stand poised for many changes is in itself signifi- 
cant. It has taken many years for jobbers to realistically appraise their 
role in the distribution picture. Tied to producers with vast capacity, 
they now grimly admit that new approaches must be tried to stay com- 
petitive and essential. 

It is our conviction that these approaches should be keyed to greater 
creative selling. While we cut prices and fight for available business, 
the consumer per capita expenditures for shelter continue to remain too 
low. And they are too low largely because this industry is not moving 
fast enough to keep its merchandising fully competitive with other in- 
dustries. 

For the past two years, we have been convinced that the aggressive 
wholesaler could accelerate the merchandising pace by imagination and 
sustained planning. Progress along this line has been naturally slow but 
consistent. What is now emerging seems to be the beginning of a pat- 
tern for the future. Jobbers attending the National Buidling Material 
Distributors Association convention last month at Hot Springs, Ark., 
talked along these lines. 


Specialties. Only a handful of the jobbers are not now stocking a wide 
range of specialties—largely aluminum. Further, they are wide-open 
for still more items with adequate margin for both themselves and 
dealer customers. 


New products. Many wholesalers have or will begin warehousing 
broad new lines reflecting changing jobber interests. An example, might 
be a midwest jobber now operating a completely new department serv- 
ing the boating industry. The items include special paints and pre- 
servatives, foamed plastic which floats, tarpaulins, marine plywood and 
hardware. 


Components. Jobbers entering the component field are reported in 
this issue. Many more wholesalers are already in components or will 
be sometime this year. Committing thousands of dollars in plant equip- 
ment, these wholesalers will sell through dealers in most cases. 

The continuation of the policy rests squarely with the dealer. He 
must employ effectively the sales tools provided and sell more homes. 
NAHB reports that last year only one-half of their members had an 
open house with its acknowledged sales power. 

Components should be mass-produced for significant cost savings. 
This is possible for the big-city retailer or a lineyard with strategically 
placed plants. Small independents on the other hand could find their 
competitive salvation for home building volume by working closely 
with a jobber producing components. When top designs, merchandising 
and possibly financing are offered the package becomes most attractive. 


Fabrication. Aside from components, many whoiesalers are getting 
into simple fabrication of certain volume items at significant savings 
for the customer. We’ve heard of everything from thresholds to culvert- 
forming. 


Co-ordinated merchandising. It’s encouraging to report that more 
wholesalers are beginning programs to assist dealers with broadsides 
and other direct mail just as they do in hardware, drugs and the food 
industry. A California wholesaler this spring, for example, signed up 
94 dealers who distributed nearly 300,000 imprinted 8-page tabloids. 
Sales increased and many more retailers now are pledged for this 
jobber’s fall promotion. 


Wholesalers performing new services expect to earn dealer loyal- 
ty and support, based on mutual benefits. We believe they will find 


alert retailers receptive. 
Gordon J. Lawler 








COLLAPSE OF THE SUMMIT conferences and resulting renewal of the “cold war" 
can result in a general tightening of mortgage money in the months ahead. 
The degree will depend on the amount of uneasiness in the world situation. 
Home building this year will still hit 1.2 million but experts now 
anticipate the following as a result of the failures at Paris: increased 
federal expenditures, a smaller budget surplus and heavier government 
borrowing. Bigger defense orders are expected. Consumer spending, less 
saving could occur. 

Rising business and government spending drawing on this limited supply 
of savings can increase inflation, lead to Federal Reserve controls on 
credit once again. 


SMARTER BUILDERS are already concerned and many are trying to line up advance 
mortgage commitments for next year's work. They note the softening of 
terms has already slowed and may reach bottom by July with a return to 
tighter money conditions sometime in the fall. 

Higher priced homes in 1961 seem almost certain unless balanced by compo- 
nents produced in volume to shave erection costs. 


LOOKING INTO THE 60's John Dickerman, NAHB vice-president, sees both problems 
and opportunities for builders. He sees as problems: suitable land 
for homesites, that most of the population increase will be among the 
young and elderly, who will want small rental units rather than houses. 
Also mortgage financing terms have been stretched to the point that they 
cannot be extended much further without the total cost of a house exceed- 
ing its life, value and usefulness as a dwelling unit. 
Opportunities are offered, Dickerman says, largely in housing research 
to reduce costs and drastic revisions of building codes to permit faster 
adoption of new materials and techniques. 


MORE EMPHASIS ON REMODELING and promotion of vacation cabins or cottages seems 
indicated by the queasy status of new construction in the period just ahead. 
Potential for cabins, may be seen by a quick look at a few figures. The 
nation has 50 million residential units but only 1 million seasonal 
dwellings. About 75,000 new cabins are now being built yearly. Interest 
in seasonal homes usually starts about the first of the year and continues 
well into summer. 

Rising consumer income, a desire for outdoor living fans the trend. Further 
stimulation comes from the smart designs now available and wider use of 
prefab component construction. A special section on dealer activity in 
this field is planned for an early issue. 


RISING REMODELING VOLUME will be a profit-maker for many a building materials 
dealer this year actively soliciting the market. In this category a 10- 
15% increase in sales nationally is anticipated. 
Answer four consumer points of sales resistance and you're on your way to a 
closing. One, convince the prospect that the price will be reasonable-- 
offer a range for the discussed job. Two, show them you are not in the 
suede shoe category but a long-established local merchant. Three, be 
prepared to help the party visualize how the final installation will look 
with literature, job photos or sketches. Four, offer one-stop service, 
a package price. 


PACKAGE SELLING, incidentally is taking off like the proverbial bird. This is 
shown by our mail, staff visits in the field. Pressure on manufacturers 
to help dealers on this basis is very strong. They still want to sell 
products but you are beginning to promote the way customers want to buy 
their remodeling. Speaking of remodeling, the most frequent requests at 
the National Housing Center concern kitchens and converting old-fashioned 


basements into family recreation rooms. 
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“CAPRI MOSAIC TILE CENTER’ 
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BIG PROFITS ARE YOURS TO TAKE IN THE GREAT NATION- 
WIDE SWING TO “DO-IT-YOURSELF” WITH MOSAIC TILE... 


Capri’s Low Cost Mosaic Tile Center Program, offers you an 
exceptional opportunity to get in on the ground floor with 
a very small investment and a sure fire guarantee of re- 










HERE’S YOUR PROFIT MAKER 


...AND WHAT YOU GET 











d 1—‘‘Mosaic Tile Center” Display 
peat orders. 100—Sheets Capri Mosaic Tile, assorted 
colors 


15—Tile Bins 
12—Individual pints cement 


3 ‘ ; 13—1 Ih. packages grout 
Our attractive CAPRI TILE IT YOURSELF WALL DISPLAY will make it easy for 9—Cement spreaders 


you to become a recognized source for the world’s most famous mosaic 9_Tile Cutters 
tiles, 2—Trivet Kits 

Capri Mosaic Tiles are low in cost, easy to maintain and simple to 3—Cigarette Box Kits 
install, and provide lots of fun for the family. 1—Wall Planter Kit 


: Bee 
Highly recommended for: KITCHEN BACKSPLASHES, BATHROOM WALLS, = 


136” table, ready for til 
FIREPLACES, COUNTER TOPS, VANITIES, ETC. 36" round table, ready Tor tiling 
1—Cigarette Box, finished for display 


Our “Tile Center Program” includes a generous inventory of Capri PLUS—PROMOTION KIT—TILE CHART 
Mosaic Tiles, accessories, instruction literature, PLUS FREE ADVERTISING SALES LITERATURE 
MATS and a complete promotional kit. Retail Value $291.50 

’ 1e > Da ot 


Ask your Distributor Salesman to show you the Capri Line NOW, $ 
a) YOUR COST. ..175.00 






Capri Mosaic Tiles are the pride of the Italian Masters’. . . a real 
luxury within the reach of every American hobby loving “do it your- 
selfer.” 


























fe. STANDARD TILE CoO. wc. 


Capard 
eS - 854-868 ROCKAWAY AVENUE, BROOKLYN 12, N. Y. 
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windows 





open up 
broader 
profit 


horizons! 


Awning window by Caradco 


Whichever type of sash your builder customers want, you 


Ip 


: 


Sliding window by i ’ Double hung window 
Farley & Loetscher | ; by Morgan 
t 


can provide it from a wide choice by windo 


| : 8 
1 j y 1 
2 q 
j 
Picture window with flanking } : j F 
casements by Andersen | } } 
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who pre-glaze with GlasSeal° Thermopane” insulating glass. 


















































Double hung window 
i by Caradco 





For names of sash manufacturers using 


Thermopane, write to L*O-F, 
560 Libbey» OwenseFord Building, ® 
Toledo 1, Ohio. : 
Nee INSULATING 4 GLASS 


Made in U.S.A. only by 


LIBBEY*OWENS:FORD TOLEDO 1, OHIO 


June 6, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 13 on Ha 














SPIRE ee 








fm Announces 
m Versatile 
NEW 
Aluminum 
COLOR 


Panels 


Profit from new trends in leisure living . . . new de- 
signs in farm and commercial construction . . . by 
providing customers with convenient, economical 
ways to surround homes with beauty, protect farm 
profits, attract prospects! 


And now ... add the sales appeal of seven excit- 
ing new colors developed especially for Alcoa. You 
can do it with the stylish, durable new Alcoa* 
Colorib Panels now being made by Alcoa. Ideal for 
carports, patios, swimming pool fences, marinas, 
fences, store fronts, roofing, siding, barns, sheds 
and many other uses! 

*Trademarks of Aluminum Company of America 








Wa} f 


Ol 














j 
'p 
} 

ta 


Profit from the Sales Advantages 
of Alcoa Colorib Panels 


¢ Seven Colors to Choose from — Seven exciting 
shades have been especially developed for Alcoa. 

¢ Colors Cost Less than Painting—Actual added cost 
for Alcoa Colorib Panels is less than customers’ 
cost of painting bare metal. 

¢ Accessories in Matching Colors—Split ridge cap 
assures tight fit—side-wall flashing and starter 
strip—end-wall and gambrel flashing. 

© Baked Enamel Finish—Tough finish keeps its glow- 
ing beauty for years. 

© Bonderized—Makes finish grip the metal tightly. 

© Heat Reflective—Sun bounces right off light colors. 
Interiors of barns, poultry houses, shelters are 
up to 15 degrees cooler in summer. 

¢ High Strength—Specially engineered rib construc- 
tion withstands the heaviest snowfalls and winds 
of hurricane force. Customers save on repairs 
and replacements! 

* Diamond Embossed for Extra Beauty—Alcoa nails 
in matching colors have same handsome pattern. 

© Stock Sizes—Easy to inventory, easy to sell. 8-, 10-, 
12-ft lengths. Four-foot coverage, 51-in. width. 

¢ Economical—Budget priced initially, Aleoa Alu- 
minum Colorib Panels last longer and stay virtu- 
ally maintenance-free for life. 

© Easy to Install—New Alcoa Colorib Panels are easy 

to work with. Customers need only tin snips, scor- 

ing knife and a hammer. Lightweight, easy-to- 

handle panels save in erection costs. 


Alcoa Is Telling Millions About Colorib Panels... 

In Popular Mechanics, B H & G’s Home Improvement 
Ideas, Living’s Guide to Home Remodeling, Home Mod- 
ernizing, Successful Farming, Progressive Farmer . . 
and on network TY. They’ll also see a new folder that 
explains the versatility of this new product—made only 
by Alcoa—by showing how and where to use it. Be sure 
you’re ready for this new business. Write for complete 
information and free folders. 


Vueon 
COLORIB 
Aeanets 


Yes! Send me free full-color idea folder and free appli- 
cation instruction manual, plus information on where 
and how to buy new Alcoa Colorib Panels. 


al " c 





pany of America 


1884-T Alcoa Building 
Pittsburgh 19, Pa. 








Name_ 


Firm Name 


Address 











For Commercial Applications For 'Do-it-Yourselfers” 
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painted 


No blistered future for these sun-bathers 


Clear Western Red Cedar Siding, finished with blister resistant paint, stays new longer. It assures a handsome 


siding complexion for years. Even. left untreated, cedar turns gracefully to a beautiful, silvery-grey finish. 


Why? Because Western Cedar’s grown-in, long-life quality resists moisture, decay, shrinkage and swelling. It 


welcomes every type of finish. Available in varieties of patterns and surfaces, Cedar is ideal for any area, any 


architectural design. Side with Western Red Cedar. 


For more information write us: WESTERN RED CEDAR LUMBER OES TERR ( EDA 


ASSOCIATION, White-Henry-Stuart Bldg., Seattle, Washington 


co aan 
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NAUTILUS 
NO-DUCT HOOD 


CHOSEN FOR NEW 


“GOLD MEDALLION” 


APARTMENT 


HOMES 


Architects for Indiana’s first high-rise FHA 
approved cooperative apartment —the distinc- 
tive 98 unit Cold Springs Manor in Indianapolis 
—selected the Nautitus No-Ducr Hoop to 
insure odor-free air in each of the beautiful 
all-electric kitchens (see inset). They—like 
architects and builders everywhere—know that 
the NauTILus is the modern, efficient and low- 
cost way to banish cooking odors, smoke and 
grease without expensive ducts or vents. With an extra-large 
Activated Charcoal Filter and Grease Filter, it’s the best-selling, 
most wanted and most efficient hood you’ll find. 

The Nauti.us adds extra sales appeal to homes and apartments 
...and, because it goes up in minutes, saves time, money and 
trouble for you. That’s why leading builders and architects all 
over the country are designing the NAuTiLus into their newest 
homes and apartments. 


Circle No. 17 on Handy Cover Card 


Get the full NAUTILUS story: 


MAJOR INDUSTRIES, INC. 
505 N. LaSalle St. 
Chicago 10, Ill. 


Please tell me how the NAUTILUS NO-DUCT HOOD can 
profitably fit into my plans. 


Name 





Firm 
Address 


ere... 


*pat. pend. 


Nautflus 


NO-DUCT HOOD 





Those who know Quality always want 


md CALKING & GLAZING 
COMPOUND 


cM (ALK CALKING COMPOUND 
in Bulk—Knife or Gun Grade 
Off-White Color available in knife or gun grade. Pure 
White Color available in gun grade only. Off-White 
shipped unless White specified. Gun Grade meets 
Federal Specifications No. TT-C-598 (Grade 1). Available 
in % pt., pt., qt., gallon, 5 gal. and 55 gals. 














HAND SQUEEZE TUBES 
for small jobs 
No gun needed. Simply remove cap from built-in nozzle, 
fasten key over crimped end, turn key and start calking. 
Here's a fast-moving item for over-the-counter sales. 
Packed 12 tubes in a handsome ‘Silent Salesman’ dis- 
play carton that can be quickly set up on your counter. 





Wu-Glaze GLAZING COMPOUND 
Always stays ‘‘PUT”’ 

Here's the perfect material for glazing wood or metal 

sash, replacing putty, setting plumbing, filling cracks, 

boatwork of all kinds. Clean to handle, easy to use. Will 

not dry out, harden, crack or peel. Available in % pt., 

pt., gt. cans; 25, 50, 100, 880 Ib. drums. 





NuwPhalt PLASTIC ASPHALT CEMENT 


for all jobs! 
Ideal for sticking down asphalt shingles and floor tiles 
... for use on roofs, chimneys, flashings. Packed 12 
loads to a carton... with or without plastic nozzle. 
Shipped without nozzle unless specified. Also available 
in 2% and 10 Ib. cans; 50 Ib. pails; 550 Ib. drums. 





BUILDERS Soild by ol! DEALERS orpeRr TODAY 
Hardware, Lumber and Build- —your order will receive 
ing Supply Dealers. prompt shipment. 





AMERICA'S FAVORITE! 


SPEED LOAD 


WHEN ONLY THE BEST is good enough—builders and 
home owners choose M-D Speed Loads every time! With 
“controlled flow” action, M-D Speed Loads eliminate drip- 
ping or oozing of compound from nozzle. 
Get cleaner, neater jobs. It pays to tell cus- 
tomers about this feature. Point out the BUILT- 
IN Polyethylene pleated plunger (with accor- 
dion action) that STOPS flow of calking com- 


pound when aesired! 


® Available in white or off-white color 
@ Available with or without plastic nozzle 


M-D Speed Loads are packed 12 loads to each 
carton. Please order in multiples of 12. Off-White 
loads without nozzle alwoys shipped unless otherwise 


specified 
Meets Federal Specifications TT-C-598 (Grade 1) 


CALKING GUNS 


Bulk or Load Type 


EV OREERE EER EERER ELL ONTE REESE LT eee 


‘ a POLY PlEas 


PLUNGER Se. 
se T USe 
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CG-4 SPEED LOADER 
New half-barrel design. Fur- 
nished with %” nozzle unless 
specifically ordered without CG-3 STANDARD 
nozzle: 4%” nozzle also ovail- For bulk or loads! Furnished 
able: ‘ with %” nozzle 


A VARIETY OF , 
NOZZLES ARE AVAIL- |9 [7 | 
ABLE FOR CG-3 GUN PUY 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 
BOX 1197. © OKLAHOMA CITY 1, OKLAHOMA 








WE SOLD 22 SKIL 
TOOLS IN 6 DAYS 
ONE AD AND A 
WINDOW DISPLAY 
DID IT.’ 
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PROFITS HAVE MORE 
THAN DOUBLED FOR 
OUR POWER TOOL 
SECTION IN THE 
YEAR WE HAVE 
HANDLED SKIL 
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SKil 
FAST 


LINE 
MOVERS 


SALES ARE yes 


ARE 


AND OUR 





THE SKIL 500 LINE IS 
. PRICED RIGHT, AND 
IT 1S ONE OF OUR 


LEADERS IN TURNOVER 
AND PROFIT 


“SKIL POWER TOOLS INCREASED 


THAT'S WHAT DEALERS COAST-TO-COAST ARE 


All across the country, dealers are report- 
ing continued success with Skil’s 500 Line 
“turnover” concept. They have found 
that this short line of faster selling power 
tools is really paying off in higher profits. 

These dealers, and thousands like them, 
are taking advantage of Skil’s all-out mar- 
keting plan. And the plan is simply this. 


By concentrating on Skil’s basic 500 Line 
tools, determined by market research to 
produce highest turnover, they are elimi- 
nating duplication of lines—reducing in- 
ventory costs. At the same time, Skil is 
providing them with a quality line of tools 
with top brand name acceptance, priced 
for fast turnover. 





SKIL 500 LINE POWER 
TOOLS TURNOVER 
FAST AND | MAKE 

A GOOD PROFIT 

ON THEM 





TURNOVER |S MORE 
THAN A CATCHWORD 
WITH SKIL. SINCE | 
PUT IN THE 500 LINE 
MY TURNOVER 


HAS DOUBLED 


SKIL SALES ARE 
EASIER SALES. SKIL HAS 
MORE DEMONSTRA- 

BLE FEATURES, REAL 

ACCEPTANCE, AND 
THE LINE IS PRICED 
FOR FAST TURNOVER 


POWER TOOL 
PROFITS UP 83° 
THAT'S WHAT'S 
HAPPENED SINCE WE 
SWITCHED TO 
SKIL'S 500 LINE.’ 


MY TURNOVER AND PROFITS 


SAYING ABOUT THEIR 500 LINE SALES SUCCESS 


Call your wholesaler or local Skil representative today and let him show you how to 


Skilsaw Power Tools. 


900 





get « bigger share of the 1960 power tool market with profitable fast-selling Skil and 
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FOR EVERY BUILDING SUPPLY 
ACCOUNTING PROBLEM 
AN Plato tel 


UROUES ASG 


Call our nearby branch today and have an experienced Burroughs Systems 
Counselor demonstrate the proved answer to your problem. Burroughs 
Corporation, Burroughs Division, Detroit 32, Michigan. 
eteseseesesserssesssssesesssessssesssrssssssssssssssessssesessssesssssssesssesssss 
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Cash Registering Machines—-provide posi- 
tive cash control, double as adding ma- 
chines. Hand-operated or electric. 


P 600 Accounting Machines—handle com- 
plete accounting system—journals, gen- 
eral ledger and all—for small dealers. 


Series C Duplex Calculators—for inventory 
control, fast invoicing. napiey compute 
board feet, multiply price per M. 
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Full-Keyboard Adding Machines—avail- 
able in a broad — of capacities, 
tunctions and colors to fit your needs. 


Duplex Adding Machines—eliminate figure w Hand-Operated Adding Machines—com- 
rehandling. Can add and total consecutive kg bine operating ease and quality results 
columns, print grand total automatically. with exceptionally low price. 
ad 
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F 1000 Typing Accounting Machines—com- 
bine descriptive and numerical account- 
ing. High-speed. Versatile. 


10-Key Adding Machines — high speed w Micro-Twin Microfilm Equipment—perma- 
adding, subtracting and multiplying. Wide nently stores records. Pays for itself in 
choice of capacities, features, colors. space and filing cabinets saved. 
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Validating & Receipting Machines—pro- 
vide tight locked-in control and protection 
of receipts, eliminate disputes. 

\ 


2k 2 aK ok ok aK ok 


F 500 Accounting Machines — superior é ce : 
journalizers that can accumulate entries Contes wepet cies ap lovides 

19 distribution columns. punched tape or punched cards as auto- 
in matic by-product of accounting operations. 
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Burroughs Corporation 
“NEW DIMENSIONS /| in electronics and data processing systems” 
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This 


WOODWORK 


advertisement 


appears in... 


The Saturday Evening 


It will help you increase your patio 
item sales all summer long! 


Lift the flap to see the story— 
Then, turn the page— 
See How You Can Profit from Patios 





Inside or outside, you're really liv 
































































There’s real livability in a home when it contains Ponderosa 
Pine Woodwork. Woodwork defies the passage of time and 
increases value as it mellows through the years. You, too, will be 
captivated by the warmth and livability which woodwork has 
been adding to homes since Colonial times. 


is ! Casement Window Units, like all wood win- 
dow units, are built for a housetime of 
comfort. They open and close easily, fit 
snugly, won’t rattle, rust or corrode. 
They’re chemically treated to stay put 
dimensionally. And you can decorate them 
as you desire. 


Wood windows are highly efficient in 
keeping out heat, dust and cold—an im- 
portant factor if you contemplate air con- 
ditioning. Because wood does not readily 
conduct heat or cold, it has excellent 
insulating properties, so in winter no messy 
moisture forms on the frame. 





Panel Doors— Character best expresses the 
quality you get with Ponderosa Pine 
doors. No doubt about it, they add color 
and beauty to the scene. Gracefully styled, 
deep shadow lines, smooth satiny finish, 
always architecturally correct, they are as 
beautifully crafted as fine furniture. And 
they’re as sturdy as they are graceful . . . 
so easy to open, so easy to close—such 
solid sound barriers when shut. You’ll be 
glad you selected Ponderosa Pine panel 
doors. 
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Entrances of Ponderosa Pine—Styled in 
authentic traditional and contemporary 
designs, they are architecturally correct to 
the finest detail. These entrances have 
enduring charm and grace which will en- 
hance any home—and, as with all 
Ponderosa Pine stock woodwork, there are 
many sizes and designs from which to 
choose. Consult your architect, builder or 
lumber dealer for the Ponderosa Pine 
Woodwork items of your choice. There’s 
nothing in the world like wood. 
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LOOK FOR THIS GUIDE TO WINDOW QUALITY 


QUALITY <7. - APPROVED \ 
cocluibies KN NO. 000 ,' 
\ American W000 WINDOW Institute a 
Comro: 0.19053 


RMS - UNITED STATES COott STW 





The American Wood Window Institute Seal on Windows is your Guarantee 
that they conform to the specifications of FHA standards and are: 
Correctly designed « Preservative treated « Properly balanced « Properly constructed 
e Made from carefully selected kiln-dried lumber « Efficiently weatherstripped. 


BECAUSE WOOD IS SO GOOD TO LIVE WITH Pondovcta Fine WOODWORK 


Ponderosa Pine Woodwork is an association of Western Pine Producers and Woodwork 
Manufacturers located at 39 S. La Salle Street, Chicago 3, Illinoi 





You'll really live ora patio of 
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Vinderota Pine 
WoodDwoRK 


Buy materials here! 


honderosa 
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HERE’S YOUR FREE 2 ondlewtic ise PATIO KIT 


Sell more woodwork, windows, doors, lumber—all the outdoor items you carry with the 
Ponderosa Pine Patio promotion. Get this big sales-making patio kit today . . . worth tens 
of thousands of dollars, the Ponderosa Pine Patio promotion is jam-packed with usable 
sales stimulators—yours FREE! 

The kick-off ad in the Saturday Evening Post will stimulate the interest, and when 
you use the materials in the kit—you’ll stimulate the sales for patios—all summer long. 


HERE’S WHAT YOU GET 


e Glowing full color, giant theme banners ¢ Colorful display pennants e Dramatic display broadside 
e radio script « TV commercials e Ad reprints e Glossy black and white photograph e Newspaper 
ad e Ponderosa Pine Woodwork cut-out letters—perfect display material « Newspaper press release 
e Patio Planner Grid Sheets ¢ Patio Planner Materials Lists. 


Pondorria Pave 


WOODWORK 
39 S. LaSalle Street, Chicago 3, Illinois 


Ponderosa Pine Woodwork 
39 S. LaSalle Street, Chicago 3, Illinois 


Please send our FREE Ponderosa Pine Patio Promotion Kit to us. 
We'll be delighted to use it. 





Firm name 
(Please print) 


DON’T DELAY 
SEND TODAY! 


Name 
(Please print) 


Address 
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WHEN BUILDERS ASK YOU FOR 
Be Tipe: PRODUCTS, TURN TO... 


kewanee 


Kesidential, Yritcnion STEEL DOOR FRAMES 


Fondant 
5 GREAT GLUES 





PLASTERITE UNIVERSAL “KWIK-FIT” 
INSTALLS BEFORE PLASTERING SNAPS OVER DRYWALL 
(Made under U.S Pat. Nos. 2,660,272; 2,835,933 and Conadian Pat. No. 563,915.) 

ALSO NEW: all-welded MASONRY DOOR FRAME 


SLIDER 


BLOCK "BUCK" 
WINDOWS... 


ADVERTISED TO aa si 


MILLIONS OF PEOPLE 


Stock the line—the selling’s fine! See your supplier or write 
The Borden Co., 350 Madison Ave., New York 17, New York. Lee ee ee 
ean-Out Doors @ Utility Windows 


@ Ash Dumps @ Basement Coal Chutes 
@ Commercial Windows @ Steel Mortar Boxes, 
@ Lintels etc. 


kewanee < Z, plitny Ck 


$(sz~e 660 WRIGHT AVE.. @ KEWANEE, ILLINOIS 
Circle No. 21 on Handy Cover Card Circle No. 22 on Handy Cover Card 
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Ruberoid Helps You Build... Flooring Business 


EVERY PROMOTION AND DISPLAY TOOL YOU NEED 
TO SELL FLOORING IS YOURS WHEN YOU HANDLE 
THE RUBEROID FLOOR TILE LINE 


It takes more than a quality floor tile product to build 
“do-it-yourself” flooring business. RUBEROID has the 
quality product plus every promotion and display tool 
you need to build volume sales. Check all the pieces 
shown in the above illustration. 


26 Circle No. 32 on Handy Cover Card 





Discuss these items with your RUBEROID distributor. 
Get the ones you need. RUBEROID’s big national adver- 
tising program starts next month, so get set now! The 
RUBEROID Co., 500 Fifth Avenue, New York 36, N. Y 


® 
RUBEROID 
FLOOR TILE 
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Walls: Platinum Walnut in Random and painted Perforated. Each wood- 
grain finish comes in Blok, Verti, Random, Plain and Perforated patterns. 


PLATEBOARD 
New PLATINUM WALNUT Wood-grain Finish GLAIMIOR WALILS 


BUILDING SUPPLY DEALERS ARE REACHING A 
TRIPLE-VOLUME MARKET WITH THESE BEAUTIFUL 
FACTORY-FINISHED PANELS! 


Builders and remodelers can add “glamor to 
their rooms and still keep costs low. Home handy- 
men can panel existing walls or build new ones 
easily—at a fraction of the cost of most wood sur- 
facing materials. 

Wood-grain finish PLATEBOARD, the improved 
hardboard, is helping dealers increase sales and 
profits because PLATEBOARD'S unique combi- 
nation of distinctive beauty and low cost (both mate- 
rial and construction) makes wood-grain finish 
paneling within practically everyorie’s reach. 


by Abitibi 


Now available in Oak, Natural Walnut, Platinum 
Walnut or Autumn Walnut wood-grain finishes, 
and in five attractive patterns of Plain, Random, 
Verti, Blok and Perforated, sturdy PLATEBOARD 
panels are ideal for homes, offices, commercial 
establishments, and other interior applications. 

Abitibi offers a complete line of hardboard and in- 
sulation board products—all available in mixed car- 
load shipments from our mill at Alpena, Michigan. 


WRITE US TODAY FOR YOUR PACKAGE OF SALES 
PROMOTION MATERIALS THAT EXPLAIN HOW YOU 
CAN CASH IN ON THIS TRIPLE-VOLUME MARKET 
WITH GLAMOROUS WOOD-GRAIN FINISH PLATE- 
BOARD BY ABITIBI. 


Better building products through research in wood chemistry. 


ABITIBI CORPORATION General Sales Office—Detroit 26, Michigan » Manufacturing Plant—Alpena, Michigan 


Autumn Walnut 


Natural Walnut 


Platinum Walnut 





what's thee PRICE? 





Plywood mill prices are hitting bottom. Roseburg (Ore.) Lum- 
ber Co. lowered its carload price on %4” sanded fir plywood to 
$60 per M as this issue went to press. Other producers were 
reported to be holding firm at $64. 

After a great deal of improvement over much of the nation, 
bad weather again swept across most of the country and appears 
to have cased a cutback in lumber orders. Western pine seem to 
have been particularly hard hit. The resultant effect on building 
volume appears to have held prices in most areas fairly stable. 

It is noteworthy that in central regions, millwork prices seem 
to be creeping closer together from the top to the low ranges. 
After a widespread difference in the range was indicated a short 
time ago, the upper price range has slipped back. Some dealers 
report that, in areas where the weather is good, business remains 
at a standstill. 








Current Retail Price Range 


Retail prices to typical one-house contractors, based on current American Lumbermon reports received from leading dealers 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North | East South | West North | West South | Mountain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 


Low High Low High Low High | Low High Low High Lew High Leow High Low High Low High 
$ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ 


LUMBER: 
Douglas fir: 
Dimension: 
Std. & Btr. green R/L 2x4 
Std. & Btr. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std, & Btr, dry 2x10 R/L 
West Coast Hemlock, White Fir: 
Dimension: 
Std. & Bie, dey R/L 2x4 
Std. & Bor. dry RA 2x10 


Western Pines: 
Boards: 
Ho. 2 & Btr. dry 1x8 R/L S45 or shiplop 
No. 3 & Bir. dry R/L 1x8 S4S or shiplop 
Southern Pine: 
Dimension: 
No, 2& Str. dry R/L 2x4 
No. 2& Btr. dry R/L 2x10 
Boards: 
Ne. 2& Btr. dry R/L 1x8 S4S or DE M or 
shiplop 
Hardwood Flooring: 

Select Ook 25/32" x 2's" Plein sowed b § x i ‘ “ k 3 , ‘ ‘ 4 . 376.50 
Me. 1 Common Ook 25/32" x 2)" Plain sewed 60. 
Interior Softwood Paneling: 

Mo. 2 Ponderose Pine R/W 5 5 > i b 5 3 le : ; A . Sc a 
Wood Siding: 


Redwood Clear All Heart bevel siding 
3/4” x 10" i ‘ : 5 ’ ' , § ; 300. . 5. 342. 2720. 285. 


“a” Coder bevel siding 3/4” x 10" . 3 . . 5 . ‘ 22%. 310. 225. 260. 


Wood Shingles: 
Cedar shingles 5/2 #1 16" -5X J 5 3 L 3 - 4 x - - : 17.02 21.50} 14.50 18.50 


45. 





PLYWOOD: 
Fir, 1/4” DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glee 
Fir, 3/8" DFPA-CD sheathing interior give 
Fir, 1/2" DFPA-CD sheathing interior glue 
Fir, 5/8" DFPA-CD sheathing interior give 





MILLWORK: 
Phil. mahogany (Levon) flush door 
1-3/8"-2-6x6-8 
Birch flush door 1-3/8" ~ 2-4x6-8 
Double hung window unit 2-4x4-6, set up, 
glazed weatherstripped and balanced 





BUILDING MATERIALS: 


Outside white point, first grade : 90. ‘ a . . y P J 7.05 / . ¥ 9. 
8d common steel nails . ‘ s 4 y ; q “ , B. § . ; 9. 
Mineral wool insulation, full-thick bott 4 80 65. 85. ‘ ‘ 4 . 85. 85. he. OS: 
Ceiling Tile 12" x12" ‘ . b . 4 % 3 q . . 180. § ; . - 210. 
1/2” insulating building boord . . ~ . . : 5 d - W750 Y j Ke 
25/37" insulating sheothing 4 \ ‘ 3 4 ‘ q 4 q . 160. * fe . 169.50 
3/8” gypsum wallboard = * 4 " 65. . , A ‘i S.. ®. : 4 70. 

1/8” tempered hardboard 120. 125. 105. 150. | 101. Dd. hb 5 . 20. 100. 125. 108. 133. 

215 thick butt asphelt shingles ; : 7.2% 10.25 J t i . i 9.95 6.80 850] 8.50 12.95 
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How to add warmth 
and beauty to 
concrete slab homes 


The best thing that can happen to a concrete slab 
is a distinctive floor of Bruce PREfinished Blocks. 
Both the Unit-Wood Block (shown at right) and 
the Laminated Block (below) look warm and feel 
warm. These modern hardwood floors insulate the 
house from slab chill and provide foot-cushioning 
resilience. Blocks can be laid in mastic over con- 
crete, plywood, or any level surface . . . and the 
Unit-Wood type can be nailed over wood. The 
beautiful factory finish saves on-the-job finishing 
time and expense. Write for color booklet on this 
popular, practical sales feature for any home. See 
our catalog on all Bruce Floors in Sweet's Files. 
E. L. BRUCE CO., 1598 Thomas St., Memphis, Tenn. 


BRUCE 
PRE finished Block Floors 


& Unit-Wood Blocks (top photo) and Laminated Blocks (below) 
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NRLDA Spring Meeting Highlights 


First National Advertising Plan for Dealers 


Ads in LIFE will feature remodeling packages and carry 
retailer names and addresses. Quarterly promotion starts 


this summer. 


WASHINGTON, D. C.—The dream 
of their own national advertising pro- 
gram moved close to reality this week 
at the annual spring meeting of the 
National Retail Lumber Dealers As- 
sociation. 

Phil Creden, chairman of NRLDA’s 
education and merchandising commit- 
tee presented and received approval 
from the directors for a quarterly two 
page spread of advertising in LIFE 
magazine. The theme of every ad will 
be home modernization packages with 
Dealer Sales Control for maximum 
profit. 

Each colorful spread would have a 
fold-out flap promoting dealer serv- 
ices. On the reverse side of the flap 
the names and addresses of sponsor- 
ing dealers would be listed. 

The dealer cost is $150 per ad or 
$600 for the first year’s program. The 
quarterly charge includes $100 for the 
listing in LIFE and $50 for a tailor- 
made promotion package. 

Regional editions of LIFE will make 
it possible to include the names of all 
retailers wishing to join the program. 
To become a member, a dealer will 
simply notify his state or regional as- 
sociation, who in turn will coordinate 
arrangements with NRLDA in 
Washington. 


Symbol developed. “Project A” is 
the title or theme for the national 
advertising and in-store promotion. 
In all cases it will pinpoint popular 
modernization projects at the height 
of the season. In describing the need 
for the program, Creden commented: 

“Now, as never before, building 
materials dealers need to act as an 
industry. Other industries are doing 
it with fine results. The great home 
renovation market is waiting for lea- 
dership . . . and we, as dealers, have 
the best opportunity to serve the need 
and establish ourselves as the head- 
quarters for home modernization. 


“This program should give us new 


30 


profits, an edge on competition and a 
new role in the community as tomor- 
row’s building materials supermarket 
dealer.” 

Program schedule. The first dou- 
ble-spread will appear late this sum- 
mer featuring home expansion as 
shown on this page. In November, the 
second ad will promote moderniza- 
tion. The February, 1961, ad _ sells 
“fix-up for spring,” followed by out- 
door living early next summer. 

As each ad appears, the dealers 
who pay to have their names listed 
will receive a complete store promo- 
tion kit tied to the quarterly theme. 
Included will be ad mats, banners, dis- 
play pieces, literature and selling ideas. 

It is expected that state and re- 
gional associations will promptly adopt 
the program. Dealers should write 
their secretary for further details. 

How’s business? Results of first 
quarter business reflected a generally 
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The car moved out...the kids moved in! 


waters dealer! 


discouraging sales picture. Compared 
with 1959, 57% of reporting dealers 
said sales were down; 14% had. no 
change and 29% indicated their sales 
were up. 

But April, 1960, compared to the 
same month last year, seemed to 
forecast a brighter second quarter. 
The figures: up 43%; same 37%; 
down 20%. 

Lu-Re-Co_ progress. Clarence 
Thompson, chairman, Lumber Deal- 
ers Research Council, told members 
that he noted a sharp increase in deal- 
er and supporting membership for 
LDRC. Active retailers with jigs and 
shop equipment have jumped from 
600 in 1959 to 755 this spring. 

He also announced several new re- 
search -projects with leading manu- 
facturers and the Small Homes Coun- 
cil. A new management manual ex- 
plaining Lu-Re-Co is now available 
to both new and old LDRC sponsors. 
As reported in the last issue (May 23), 
a new Lu-Re-Co film explaining the 
system is now available. 

Exposition report. Thomas J. Fox, 
general chairman of the NRLDA Ex- 
position next November at San Fran- 
cisco stated that space sales now were 
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FIRST SPREAD in Life magazine merchandiser house expansion to the consumer. 
Services offered by dealers—literature, sketches, financing and recommended con- 
tractors—are promoted. Fold-Out flap (right portion) will list names and addresses 
of dealers signing up for the new program. Regional editions of Life make this 


technique possible. 
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over $200,000, a new record for in- 
come. Fox also reported encouraging 
signs for top dealer attendance at the 
exposition. 

Stuart S. Caves, speaking for Frank 
Hankins, chairman, material handling 
committee, said that demonstrations 
are scheduled for every day at the ex- 
position. For the first time special 
programs are planned to show effi- 
cient handling of house components. 

James V. Wright, NRLDA direc- 
tor for materials handling, announced 
that a new book on converting yards 
for materials handling is available. 

Tight money. C. Armel Nutter, 
president, National Association of Real 
Estate Boards, warned dealers that 
the industry was in for a sustained 
period of tight mortgage money. 

Nutter’s opinion was based on the 
strain he anticipated when the Fed- 


eral government began converting 
long-term bonds. He said the govern- 
ment standing short-term paper to 
long-term bonds. He said the govern- 
ment must convert 80% of its debt 
within the next five years to long- 
term obligations. 

Performance codes. Martin L. 
Bartling, Jr., president, National As- 
sociation of Home Builders, said that 
the greatest service dealers could per- 
form for builders was strong support 
for building code revisions. 

“We must work together,” Bartling 
remarked, “for new codes based on 
performance in every section of the 
country. Wider use of components 
and new products will be hamstrung 
unless we can erase obsolete codes.” 

Norm Mason, HHFA administrator, 
predicted that housing starts would 
increase in the Jast six months of the 


year. Overall starts for 1960 should 
be about 1.1 to 1.2 million he said. 

Richard M. Gerber, manager, 
building products, Kaiser Aluminum 
& Chemical Sales, Inc., presented the 
third in NRLDA’s new sales training 
films. Produced by Kaiser, the film 
is titled, “Going Out After Business.” 

Mortimer Doyle, executive vice- 
president, National Lumber Manufac- 
turers Association, announced that 
NLMA’s national advertising and pro- 
motional programs will be modified 
to fully support the lumber and build- 
ing materials dealer. 

Doyle commended American Lum- 
berman & Building Products Mer- 
chandiser for a special section to be 
published in the August 15th issue 
showing dealers how to tie-in with 
the first National Forest Products 
Week this coming October. 





Builds Lumber Super in Shopping Center 


Downers GROVE, ILL.—The No. | 
tenant in a million-dollar shopping 
center now under construction in Chi- 
cago’s west suburban area will be a 
building materials supermart. 

Occupying nearly 25,000 square 
feet under roof, the two-level E-G 
Home Center (see circle, artist’s 
sketch above) will the largest of five 
major stores in a new shopping cen- 
ter called Downers Market. 

When the Home Center opens in 
September, it will serve homeowners 
and contractors in suburbs where ex- 
pansive housing developments have 
blossomed. It also will be the first retail 
yard in the Chicago area to locate in 
the “hot” traffic area of a shopping 
center. 

“Assured of built-in store traffic 
generated by the sales magic of the 
center, we will offer both pickup mer- 
chandise and package remodeling,” 
explains veteran Chicago retailer Ed- 
ward Gee, Sr., chairman of the board. 

Other officers of E-G Home Cen- 
ter are: Edward Gee, Jr., president; 
William Wannemaker, secretary-treas- 
urer; Victor Schwenn, controller; 
George Cavnar, purchasing agent; 


and Walter Loder, store manager. 

Parking is available for 373 cars. 
Suburbanites will find the self-service 
Home Center complete with shopping 
carts and baskets and three checkout 
counters. 

The first floor of the two-level, air- 
conditioned store will offer a full line 
of lumber and building materials, 
builders’ hardware, paint and sun- 
dies, power and hand tools, plumb- 
ing and electrical fixtures, appliances, 
garden supplies, gifts and housewares. 

A remodeling center including mod- 
el kitchens will be located on a lower 
level of the store. Also on display in 
the lower level will be floor and wall 
tile, unfinished furniture items, ply- 
wood paneling and millwork. 

Heating and air-conditioning equip- 
ment, an employes lunchroom and 
rest area are located on a balcony in 
the rear of the store. 

Servicing the E-G Home Center su- 
permart will be a warehouse and 
main office to be built in nearby 
Wheaton, Ill. 

E-G Home Center also plans to 
open other building materials super- 
marts in shopping centers. 
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New Lu-Re-Co Film 

“Seeing Is Believing” is a new film 
describing Lu-Re-Co just announced 
by Don Knecht, general manager, 
Engineering Components Inc., a di- 
vision of Building Material Distribu- 
tors, Rapid City, S. D. 

The film is co-sponsored by the 
Lumber Dealers Research Council, 
Douglas Fir Plywood Association, 
Curtis Companies Inc. and the Zono- 
lite Co. 

Running 19 minutes in sound and 
color, the film was primarily designed 
for wholesaler use in explaining the 
component system to dealer customers 
but it is also effective for contractor 
and consumer groups. 

The picture is strong on shop fab- 
rication with plenty of details on site 
erection. The script talks custom qual- 
ity with pre-crafted components, 
which cut overall job cost. Prints may 
be purchased outright for $175 or 
rented at $15 per showing from En- 
gineered Components Inc., Box 1266 
Rapid City, S. D. 


OOOO ONG TA 





ALUMINUM FOIL BONDED TO PLY- 
WOOD—An adhesive-coated aluminum 
foil that may be applied to roof and 
sidewall sheathing or subflooring and 
interior or exterior siding to form a 
permanent bond is the newest product of 
Aluminum Company of America, Pitts- 
burgh, Penna. The foil is applied by a 
hot press. It is highly resistant to heat 
and moisture, insects and vermin and 
it can serve as a base for paint, a light 
reflector or a strengthening agent, says 
Alcoa. 
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MAGAZINE ADVER- 
TISING will begin in 
the June 18 issue of 
The Saturday Eve- 
ning Post. Ad shown 
is in full color. 


/y living with 
LIP 4 FR) 2 
a A 


Summer Time Patio Promotion for Dealers 


National advertising and free retailer promotion kit will stimu- 
late sales for all patio materials. 


CuHICAGO—A_ broad, summer-long 
campaign to help dealers sell more 
patio business has been announced by 
Ponderosa Pine Woodwork. 

National advertising will begin this 
month directing consumers to the na- 
tions’ building materials retailers for 
suggestions and merchandise. 

A big, in-store promotion kit is 
now available at no cost to dealers. 


The full-color magazine breaks in 
the June 18th issue of the The Satur- 
day Evening Post. Additional adver- 
tising is scheduled for American Home, 
out August 20. Ponderosa Pine’s ads 
stress the beauty of wood for out- 
door living. 

Store kit. The patio promotion kit 
is professional, colorful and complete. 
In step with the growing trend to 


package selling, it features not only 
millwork, but other essentials for an 
attractive patio. The kit includes: 

Two, 4-color theme banners, 1342 
x 39” reproducing national advertis- 
ing. 

Four, 4-color display pennants, 10 
x 15”, covering barbeque equipment, 
redwood tables and advertising being 
run nationally. 

One, 4-color display broadside, 
18 x 33”, promoting windows and 
doors. 

One, layout sheet for preparing 
newspaper advertising tieing in with 
the program. No mats are offered, 
but glossy reproductions are provided 
for offset or making engravings lo- 
cally. 

Five, 812 x 11” grided work sheets 
to be used by the dealer in planning 
patios for customers. 

These are the principal items in 
the new patio kit. Further simplify- 
ing matters is a step-by-step instruc- 
tion sheet to help the retailer stage 
his promotion in the most effective 
manner. Retailers should request the 
free kit on their letterhead from Pon- 
derosa Pine Woodwork, 39 S. La Salle 
St., Chicago 3, Ill. 

Robert H. Herbst, general mana- 
ger of the association, in announcing 
the promotion, commented: 

“Americans are spending literally 
billions of dollars each year for out- 
door living. We want to do all we can 
to help dealers get their share of the 
lucrative market. 

“Selling the complete patio pack- 
age is both profitable and the way 
consumers want to buy today. We 
believe most progressive retailers will 
participate in the biggest thing Ponde- 
rosa Pine Woodwork has undertaken.” 





Asks $2 Million Budget 
To Expand Wood Promotion 


SAN FRANCISCO—An increase from 
$1.4 million to $2 million annually 
for the National Wood Promotion 
Program was approved at the spring 
meeting of the National Lumber Man- 
ufacturers Association. 

The National Wood Promotion 
Committee requested the hike. It must 
now be approved by federated as- 
sociations. 

The proposed increase calls for in- 
dustry national advertising, merchan- 
dising and technical promotion to be 
supported by dues payments of 16¢ 
per M, rather than 10¢ as at pre- 
sent. 

A similar fee increase in the sup- 
port of federated associations paying 
dues on a flat fee basis is also planned. 

Mortimer B. Doyle, executive vice- 
president of NLMA, expressed the 
feeling that “the industry has taken 
a giant step designed to make its 
voice heard in the market place.” 

“It should be made clear,” Doyle 
said, “that this $2 million can and 
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must prove its specific value to the 
industry before any more thought of 
further expansion should be con- 
sidered.” 

The increased funds would be al- 


FEWER HOMES in 1960 were predicted at 
the NLMA meeting by Norm Mason, ad- 
ministrator HHFA. Left to right: Thomas 
J. McHugh, president, NLMA; Robert M. 
Ingram, chairman of the board NLMA 
and Mason. 


located on the approximate basis of 
4.2¢ for additional technical services, 
1.5¢ for advertising and merchandis- 
ing and 0.03¢ for other activities. 

Among the resolutions adopted by 
the board of directors was one en- 
dorsing National Forest Products Week 
in October, 1960. A.L. & Building 
Products Merchandiser has recently 
announced a special dealer guide in 
its August 15th issue on staging this 
promotion. Hoo-Hoo has been as- 
signed the primary responsibility for 
carrying out the promotion. 

The NLMA board assigned its tech- 
nical staff to investigate new paint 
and finishes to improve the saleability 
of wood products. Failures in water 
repellent siding were specifically men- 
tioned. 


Harry Drazen Dies 

NortH HAVEN, CONN.—Harry 
Drazen, founder and president of the 
Drazen Lbr. Co., died recently. He 
was 69 and had been in ill health for 
the past few years. He is survived 
by his wife and two sons, Charles E. 
and Jack I., vice-president and secre- 
tary, respectively, of the 45-year-old 
lumber firm. 
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What a package, the 
H/D aluminum Multi-Port! Its dual personality gives it real sales appeal. Free-standing, it’s an 
ideal carport; wall attached, it’s a big, low cost patio roof —or a carport, or both, depending 
on the season! The H/D Multi-Port makes a fine boat shelter, too. It’s a full 10’x 20’ and can be 
easily installed in multiples with a special center leg package. Despite its competitive price, the 
H/D Multi-Port is a top quality product, rigorously engineered by Bridgeport Brass Company, 
as you can see in the photograph below. The 4,000-Ib. truck and steel channels it is rest- 








ing on are supported solely by the H/D Multi-Port (20-lb. loading). There are no extra posts, 
wires, or hidden supports. The roof is made of 6” wide interlocking panels of special aluminum 
alloy, heat-treated, finished white with 2 coats of baked enamel. Contact your Hunter Douglas 
representative. Or write Bridgeport Brass Company, Hunter Douglas Division, 30 Grand Street, 
Bridgeport 2, Conn. 
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65 Dealers Attend Final 5-Day Workshop 


GRANVILLE, OnHIO—Famous old 
Granville Inn was filled to overflowing 
for Art Hood’s 94th and last five-day 
lumber dealers’ Management Work- 
shop, April 11-15. 

Hood, chairman of the editorial 
board, A. L. and Building Products 
Merchandiser, said he will now limit 
his workshops to two days. Besides 
scores of Workshops in this country, 
Hood has conducted several sessions 
in Canada and Australia. 

An enthusiastic 65 retail building 
materials dealers and four observers 


—one from Canada—gathered for 
this last of a long string of seminars 
to make it the largest ever held in 
Ohio. 

Sponsored by the Ohio Association 
of Retail Lumber Dealers, lumbermen 
converged from such widely scattered 
states as North Carolina and Okla- 
homa. Grouped around Charles E. 
Benson, executive vice-president and 
Leonard Getz, field secretary are 
dealers from Ohio, Pennsylvania, 
West Virginia, Kentucky, Michigan, 
Indiana, Illinois, lowa and Kansas. 





Fish Rodeo Pulls Big Crowd 


To promote the sale of products 
related to the usual spring activities 
of home owners and builders, Barker- 
Lubin Company of Springfield, IIl., 
came up with a fish rodeo. 

They built a tank 16’ x 32’ and 
two feet deep. Twelve thousand pounds 
of ice cooled the water to 50 degrees, 
just right for 800 beautiful and hungry 
rainbow trout, which arrived via re- 
frigerator truck from a Missouri fish- 
ery. Poles for all and stout paper 
sacks for the catches of successful 
fishermen were provided. 

A full-page ad in the local papers 
invited the public to try its luck from 
4 to 8:30 Friday evening and most of 
Saturday. A limit of 10 minutes and 
one fish per person was imposed. For 
added entertainment, a big league 
baseball game was broadcast over the 
P. A. system. 

The promotion 


packed a solid 


punch. All but 75 to 100 of the fish 
were caught. Though the clear weath- 
er was definitely on the cold side, 
more than 1,000 persons, young and 
old, predominantly male, went into 
the store to sign up for the rodeo. 
Warmer weather would have increased 
the traffic. 

Pleased with the fine results, the 
Barker-Lubin Company plans to make 
the rodeo an annual affair. 





NRLDA Battles Wage-Hour Law 
Extension for Lumber Dealers 

WASHINGTON D. C.—Placing 
presently exempt building materials 
dealers under a 40-hour week with 
time-and-a-half for overtime was 
strongly opposed by the National Re- 
tail Lumber Dealers Association in 
a House hearing. 

Boyd Mahin, NRLDA labor con- 
sultant, said the proposed Roosevelt 
bill HR 4488 would bring practically 
all “purely local” retail lumber dealers 
under federal wage-hour control. 
Terming this “an unjustifiable inva- 
sion” of local affairs, he claimed such 
extension of coverage would “seri- 
ously impair” retail services. 

Pointing out that retail lumber deal- 


34 


ers must adjust their hours to fit cus- 
tomer needs, Mahin said “even labor 
unions recognize a 40-hour week is 
impractical in this industry.” Building 
materials dealers, he declared, pay 
an average wage of about $1.90 an 
hour ($80 a week). 


Stops Making Rubber Tile 

Vaits GATE, N. Y.—The Mastic 
Tile Div. of The Ruberoid Co. has 
discontinued the manufacture of rub- 
ber floor tile under the Mastic and 
Wright brands, reports president Sey- 
mour Milstein. He said the decision 
was dictated by a growing demand for 
the firm’s solid vinyl tiles, plus a mar- 
ket trend away from rubber tile to 
the more durable vinyls now captur- 
ing the fancy of floor covering buyers. 


Estimate Residential Lumber 
Needs at 19.4 Billion in '70 


WASHINGTON, D. C.—Lumber re- 
quirements for residential construc- 
tion should increase from 13 billion 
board feet in 1952 to 19.4 billion 
board feet in 1970, according to stud- 
ies made by the Senate housing sub- 
committee. 

The estimate was contained in a 
report on the subcommittee’s investi- 
gation of mortgage credit needs in 
1960 decade. 

The report said the estimate was 
based not only on projected new 
construction, but also on a dropping 
off of the average amount of lumber 
to be used in home building. 

Residential construction has ac- 
counted for about one-third of all 
lumber consumption in the United 
States. At this rate, the report said, 
total production should be about 50 
billion board feet in 1970. 

The report concluded: ‘Whether 
domestic consumption could expand 
to this level will depend on the de- 
gree of effort of all concerned, in- 
cluding the federal government, in 
working toward substantial improve- 
ments in the sources of supply and the 
instruments of production during the 
1960s.” 

Total lumber production in the 
United States in recent years has 
ranged from 36 to 38 billion board 
feet, with net imports ranging from 
1.5 to 3 billion. 

The report said use of aluminum in 
home construction will increase great- 
ly with new techniques and materials 
developments in the future. 

With current aluminum production 
at four billion pounds a year, the 
Senate subcommittee report saw “no 
difficulty” in meeting an increase in 
residential requirements from 100 
million pounds annually in_ recent 
years to one billion pounds or more a 
year by 1970. 
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FLAME RETARDANT FOLDING DOOR— 
Vinyl fabrics used in this Modernfold 
door manufactured by New Castle Prod- 
ucts, Inc., New Castle, Ind., have won 
a Class ‘A’ tunnel test fire rating, 
which means the fabric is 10 times more 
resistant to surface flame spread than 
red oak. 
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STRAPS FRAMES 5 TIMES FASTER! 


Idea No. $2-30 in action at the Andersen Corporation, 
Bayport, Minn. Suggested by Acme Idea Man John 


Bundling production has soared to five times its former pace for the Meany Gan. 
world’s largest producer of windows. Three good reasons: 3 Acme Steel 
FI Automatic Strapping Machines. 

Andersen “Windowall” frame members are now strapped at the rate 
of 4,500 bundles per day. The three machines also strap bundles tighter. 
As a result, units can be stacked higher to save storage space—arrive at ACME STEN COMPANY 


destination in far better condition. Acme Steel Products Division 
ept. AAS-6 


Raising per-day packaging rates—and lowering per-unit costs—are 135th St. & Perry Ave 


~— 


Chicago 2 

familiar challenges to your Acme Idea Man. Call him, or clip the coupon . , 
¢ Please send me Idea No. 
for detailed facts. $2-30 and examples of how 


major companies in my field 
use Acme Steel Strapping. 


IDEA LEADER IN Name__ 


Title_ 


STRAPPING — 


iddress___ 
Circle No. 27 on Handy Cover Card 
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(Advertisement) 


NEW PRODUCTS 


COMBINATION 
OVAL STRAP 


6002 
Combination Kit 


A compact unit that can cut strapping costs 
as much as 50% is now available. Combi- 
nation includes oval strapping tool, sta- 
tionary dispenser and oval steel strapping. 
Write: A. J. Gerrard, 414 East Touhy Ave- 


nue, Des Plaines, Illinois. 
Circle No. 1 on Handy Cover Card 


OVAL STEEL 
STRAPPING 


Save you as much as 50 to 80% on strap- 
ping cost. Oval steel strapping gives you 3 
times more the lineal feet per pound with 
equal tensile strength to other types of 
strapping. Write: A. J. Gerrard, 414 East 


Touhy Avenue, Des Plaines, Illinois. 
Circle No. 2 on Handy Cover Card 


OVAL STRAPPING 
MACHINES 


Are available in several sizes and styles to 
meet practically every industrial require- 
ment. Write: A. J. Gerrard, 414 East Touhy 


Avenue, Des Plaines, Illinois. 
Circle No 3 on Handy Cover Card 


STRAP AND WIRE 
CUTTER 


Model 503 


Dual purpose cutter—cuts oval strapping, 
up to %” wide flat strap, as well as 14 
gauge and finer round wire. A valuable tool 
that quickly pays-for-itself in any receiv- 
ing or shipping department A. J. Gerrard, 


414 East Touhy Avenue, Des Plaines, Illinois. 
Circle No. 4 on Handy Cover Card 
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New Standard To Tell How Well 
Insulation Performs in Place 


® 

CuicaGo—The first standards ever 
written to tell a homeowner how 
well insulation in his house will per- 
form were introduced by the Nation- 
al Mineral Wool Association at the 
First National Electric House Heat- 
ing Symposium & Exposition held 
here recently. 

NMWA presented three standards 
for different levels of effectiveness, 
including: 

1. A performance standard for 
electrically-heated and air-conditioned 
houses that conforms to the require- 
ments of a new All-Weather Comfort 
Standard. 

2. A standard for houses that are 
not electrically heated or air-condi- 
tioned, but where reasonable com- 
fort and economy are wanted. 

3. And, a standard for minimum 
acceptable comfort in a house under 
any circumstances. 

Under the new _ performance 
standards, actual insulating effect of 
any mineral wool product in place is 
expressed as an “R” number to de- 
note resistance to heat transfer. The 
“R” number indicates the amount of 
heat the insulation, plus adjacent air 
spaces and surfaces, will keep from 
escaping from a house in the winter 
or entering it in the summer. The 
higher the “R” number marked on 


the insulation batt or blanket, the 
more effective it will be. 

According to F. H. Sides, execu- 
tive officer of NMWA, the new “R” 
designations will become standard 
specification terminology, superseding 
references to thickness and whether 
a product has aluminum foil or other 
reflective facing. 

“Products will be marked in ac- 
cordance with the standards,” Sides 
said. 

“When a user knows that he should 
have an insulation of R-11 for the 
walls of his electrically heated or air- 
conditioned house in order to achieve 
comfort and economy of operation, 
he need only select any mineral wool 
batt or blanket market R-11,” Sides 
explained. 

“All of the necessary technical cal- 
culations will already have been 
done,” he said. “The ‘R’ will tell ac- 
curately what the insulation will ac- 
complish in place in the wall,” he 
added. 

The recommended standards an- 
nounced by NMWA for houses and 
for determining final insulation per- 
formance are fully explained in a 
new booklet now available from the 
National Mineral Wool Association, 
Rockefeller Center, 1270 Sixth Ave., 
New York 20, N. Y. 





Firms Expand and Merge 





* Great Lakes Distributing Corp. has 
added a 26,000 square-foot ware- 
house and 30,000 square feet of lum- 
ber storage space to its main ware- 
house and distribution yards at 1535 
S. Main St., South Bend, Ind. Mea- 
suring 140’ x 185’, the new struc- 
ture has inside dock height facilities 
for unloading three freight cars. New 
fork lifts, delivery equipment and ex- 
panded inventory were also added. 


© Armstrong Cork Co., Lancaster, 
Penna., announces the formation of a 
German company to manufacture 
and sell resilient flooring and import 
other Armstrong products for sale in 
West Germany. The company, Arm- 
strong Kork GMBH, will be a sub- 
sidiary of Armstrong International, 
S. A. The plant and headquarters will 
be located in Munster. Full produc- 
tion is expected by mid-1961. At pres- 
ent, Armstrong sells resilient flooring 
in Germany through distributors. 


© Johns-Manville Corp. has licensed 
The Flintkote Co. to manufacture 
high and low-pressure asbestos-cement 
pipe long marketed by J-M_ under 
the trade-name of Transite and will 
design and engineer new Flintkote 


production facilities for this purpose, 
it is announced jointly by both New 
York City firms. 

Flintkote plans on entering the 
asbestos-cement pipe field with two 
new plants, one in the east and one 
in the west, says I. J. Harvey, Jr., 
Flintkote chairman. He added that 
these products will be merchandised 
under the brand name of Orangeburg 
through his firm’s Orangeburg Mfg. 
Div. 


Clopay Corp., Cincinnati, Ohio, has 
acquired the folding door division of 
Straits Products, Inc., Detroit. The 
acquisition makes it possible for Clo- 
pay to offer a complete line of fold- 
ing doors, including the custom sizes 
produced by Straits. Straits Products 
will continue manufacturing opera- 
tions in Detroit, retaining its separate 
identity as a division of Clopay. 


* Hastings Aluminum Products, Hast- 
ings, Mich., announces the completion 
of a $300,000 to $500,000 addition to 
its plant measuring 265’ x 24’. The 
new manufacturing area makes it pos- 
sible for the firm to more than double 
its current production of painted coil 
stock and to meet the increased volume 
needs of Hastings siding, awning and 
wall tile customers. 
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Graham J. Morgan Stephen L. Stulman 


* Graham J. Morgan has been elected 
president of U. S. Gypsum Co., Chi- 
cago. He succeeds Oliver M. Knode, 
who is retiring after having served as 
president for 16 years. Morgan, who 
is 42, joined USG in 1939 as a sales- 
man, 


* Stephen L. Stulman has been named 
vice-president in charge of sales of 
Stulman-Emrick Lumber Co., Inc., 
Brooklyn, N. Y. 


* George I. Smith, manager of the 
acoustical department of the Celotex 
Company, Chicago, was elected presi- 
dent of the Acoustical Materials Asso- 
ciation at the group’s recent annual 
meeting in San Francisco. 


¢ Frank E. Heard, general manager of 
the Motroni-Heard Lbr. Co. of Wood- 
land, has been reelected fer a second 
one-year term as president of the 
Lumber Merchants’ Association of 
Northern California. 


¢ H. T. (Tom) Hickey has been elect- 
ed president of the Rivett Lbr. Co., 
Omaha, Neb. He _ succeeds Eldon 
Burn, who recently became general 
manager of the newly organized Snell 
Sash & Door Co. of Nebraska. 


¢ President E. H. Bladh of NuTone, 
Inc., Cincinnati, Ohio, was elected 
president of the Home Ventilating In- 
stitute at the group’s recent annual 
meeting in Dallas, Texas. 


¢ E. W. Hadland, general merchandise 
manager of Masonite Corp., Chicago, 
announces the formation of an inte- 
rior products department and the ap- 
pointment of Howard M. Findley as 
its manager. 


¢ W. J. Berg has been named to the 
newly created position of marketing 
manager of Minnesota and Ontario 
Paper Co., Minneapolis. 
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Modern Maid 


THE ONLY LINE OF BUILT-INS WITH 
INTERCHANGEABLE GAS AND ELECTRIC 
DOUBLE OVENS AND “SUPER THIN” 
TOPS. 











MODERN MAID scores again with the 
introduction of the DOUBLE OVEN GAS 
BUILT-IN with 2 BIG 18” OVENS and the 
amazing NEW INFRA-RAY ceramic burner! 


EACH MODEL 
HAS 2 FULL- 
SIZE 18 INCH 
WIDE OVENS. 


CONVENTIONAL 
SINGLE OVEN 
MODELS ALSO 
INTERCHANGE- 
ABLE 


EL ESE CESPEPP CESS 


36-INCH 
“SUPER THIN” 
RANGE TOP 


WITH 
GRIDDLE 


30-INCH “SUPER 
THIN’ RANGE 
TOP ALSO DROPS 
IN ABOVE . 
DRAWER SPACE. <j 


Set prices and folder on the 1960 line 
of Modern Maid Gas and Electric Built-Ins, 


Name 

Address 

City ; ..... State 2 
Distributor [_} Dealer [| Cabinet Maker [_] 


TENNESSEE STOVE WORKS 
CHATTANOOGA 1, TENNESSEE 
Circle No. 29 on Handy Cover Card 
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Special Wisconsin Sessions 
Will Explain Home Financing 

MILWAUKEE—Designed to acquaint 
building materials dealers with a 
means of securing home financing 
for customers, Wisconsin Retail Lum- 
bermen’s Association plans a_ series 
of afternoon meetings around the 
state. Meetings will introduce dealers 
to procedures and types of mortgages 
handled under the Mortgage Asso- 
ciates, Inc. program. 

One of America’s largest mortgage 
bankers, Mortgage Associates, Mil- 
waukee, was formed from a merger 
of Amortized Mortgages, Ray Hiller 
Co., Victor Penn Co. and Central 
Mortgage Co. It offers a broad range 
of services including land develop- 
ment, residential loans and home im- 
provement loans among others. 


Budget Squeeze Forces FHA 
To Rule Out Fee Appraisers 

WASHINGTON, D. C.—Under a 
budget squeeze from Congress, FHA 
has ruled out the use of fee appraisers 
if it is possible or practicable for staff 
valuators to do the work. 

FHA defined its “policy on use of 
fee appraisers” in a letter to field di- 
rectors just a few days before the 
House Appropriations Committee re- 
ported a bill containing the agency’s 
budget for next year. 

In the budget hearings, which were 
released at the same time, the Com- 
mittee had been critical of FHA for 
charging the fees for outside apprais- 
ers to the mortgage lenders on the 
assuinption that the cost was passed 
on to the home buyers. 

As reported by the Committee, 
FHA’s field office budget for fiscal 
1961 (starting next July 1) is $50 mil- 
lion and includes payments to fee ap- 
praisers whether paid by the lender or 
the agency. 

FHA had allocated none of the re- 
quested $50 million to this expense 
which amounted to $5.5 million in 
fiscal 1959 (ended last June 30). 

The FHA letter to all field direc- 
tors said: 

“Fee appraisers will be utilized to 
do valuation work only when the 
workload is such that the staff valu- 
ators cannot keep current or where, 
for geographical reasons, it is more 
practicable to have a fee appraiser in 
the locality perform the work.” 

The letter emphasized that the fee 
appraiser program was not being ter- 
minated and “neither is it the inten- 
tion not to use fee appraisers when or 
where needed” in the discretion of 
the director. 


Philip Carey Co. Expands 

* The Philip Carey Mfg. Co., Cincin- 
nati, Ohio, announces the purchase of 
Liberty Bell Mfg. Co., Swainsboro, 
Ga., manufacturer of doorbells, chimes 
and buzzers. Present plans are for 
Carey to operate Liberty Bell as a 
division. 


PUSHBUTTON HOME APPLIANCES, in- 
cluding this illuminated built-in dish- 
washer, are featured in kitchen scene at 
new, permanent exhibit in Chicago Mu- 
seum of Science & Industry. Electric cof- 
fee mill, mixers and food-preparing ma- 
chines highlight ‘Feeding Family or a 
Crowd"’ section, which was sponsored 
and presented by The Hobart Mfg. Co., 
Troy, Ohio, and its KitchenAid division. 





Distributors announced 

* Four new distributors of Pionite 
Lifetime Laminates, Glamor-Board 
plastic-surfaced hardboard and _ re- 
lated Pioneer products have been ap- 
pointed by Pioneer Plastics Corp., 
Sanford, Me. They are Davis Plywood 
Co., Columbus, Ohio; Ray Garber 
Co., Dayton, Ohio; Darrell Proctor 
Plywood Co., Memphis, Tenn.; and 
Builders Wholesale Supply Co., Jack- 
son, Miss. 


¢ Azrock Products Div., Uvalde 
Rock Asphalt Co., San Antonio, 
Tex., has named Gulf Sash & Door 
Co. of Lake Charles, La., as a distribu- 
tor for both its Vina-Lux vinyl as- 
bestos tile and Azrock asphalt tile. 


* The Flintkote Co., New York City, 
has named Beacon Sales Co., Somer- 
ville, Mass., as its distributor in eastern 
New England for its Tile-Tex flooring 
tile and accessory products. 





Western Pine Standardizes 
Dimension Rules, Names 


PORTLAND, ORE.—The Western 
Pine Association was adopted grad- 
ing rules and grade names for dimen- 
sion the same as those of West Coast 
Lumber Inspection Bureau. 

At its annual meeting the group 
also approved a testing program by 
independent agencies to obtain new 
strength information to justify equal 
stresses on all fir, according to W. 
B. Griffee, mewly-named §secretary- 
manager. In addition, non-stress grades 
and grade names were adopted for 
framing lumber in Western Pine woods 
other than Douglas fir, larch and 
hemlock identical with those of WCLIB 
making “construction,” “standard,” 
“utility” and “economy” grades the 
same regardless of point of origin. 
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Sm-o-o-o-th: Formica Flakeboard 
easily passes this test for smoothness 
without any splinters or abrasions. 
Balanced 3-layer construction — 
with fine flakes on the outside 
— produces a hard, smooth, 
non-telegraphing surface. 

Formica Flakeboard is the 
finest underlayment for decorative 
laminates because: (1) It’s made 
of fresh-cut, debarked timber and 
impregnated with Cyanamid 
resins developed by the world’s 
most renowned resin scientists. 
(2) It’s engineered by Formica 
Corporation, for over 47 years the 
leading manufacturer of 
laminated plastics. (3) It has 
been especially designed and 
manufactured for use with 
Formica decorative laminates 
and adhesives. 

Test Formica Flakeboard 
at our expense. Write today 
for free sample (cut from 
regular production-run 
boards, not specially treated ). 
Formica Corporation, a 
subsidiary of American 
Cyanamid, 4652 Spring 
Grove Ave., Cincinnati 
32, Ohio. 


NOTE: Formica 
Flakeboard is not 
ivailable on the 
West Coast 


<|free demonstration and samples 
Write for both. Check the other outstanding \ Hakeboard 
properties of Formica Flakeboard before beginning 
your next decorative laminate installation. 
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Makes Profit from Lumber Scraps 


OKLAHOMA City—Instead of giving 
away or selling for a mere pittance, 
culls and short broken pieces of 1” and 
2” lumber, Smith Lumber Co. makes 
survey stakes out of them. 

“In our spare time,” says Francis T. 
Smith, “we cut these pieces into 1” and 
2” stakes 12 to 18 inches long. Hub 
states, used for corners, are 2x2 and 
8” to 16” in length.” 

Builders use them for staking off 
foundations. Highway construction en- 
gineers use them to designate survey 
lines to be followed in putting down 
roadbeds. Western Electric Company, 
presently building a huge plant just 
west of the city, bought 15,000 survey 
stakes for use in laying the ground- 
work for their plant. 

Survey stakes are always in demand. 
It is not usual for Smith’s men to load 
up as many as 20,000 survey stakes on 
a single truck to be delivered to a 
highway project. They are tied in bun- 
dles of 50 and sell for $50 per thou- 
sand. 

When bad weather or a dull spell 
sets in, Smith avoids layoffs by keep- 


OPERATOR BILL WILLIAMS turns out 
thousands of survey stakes with this rip 
saw in bad weather. 


ing his men occupied cutting survey 
stakes. He got started in the stake busi- 
ness because he hates to see lumber 
wasted and got bored listening to some 
of his highway construction friends 
gripe about having to take a man off 
the job to cut survey stakes. 


4 Dealers Tell Promotion Ideas 


LTHOUGH building materials 

dealers constantly strive to 

boost sales, a bit of imagination can 

give a fresh twist to “old hat” promo- 

tions. Consider these ideas a Penn- 

sylvania and three New York state 
dealers came up with. 

Mid-Valley Building Supply Co., 
Peckville, Penna. offered a certificate 
good for two gallons of gas at a near- 
by service station with any purchase of 
$10 or more during a promotion peri- 
od. Advertising pointed out that Mid- 
Valley pays “your gasoline cost when 
you purchase your building materials 
from us.” 

Another promotion involved a 
broadcast about construction in the 
area. Included are reports of subdi- 
visions and individual homes and 
news of local government action on 
zoning laws. The commercial em- 
phasizes that “it pays to buy building 
materials where advice and materials 
are of the highest quality.” 

Eagle Lumber Co., Syracuse, N. Y. 
used gift certificates in one promotion. 
Every buyer of a new or used car 
from any of three local dealers re- 
ceived an Eagle certificate allowing 
him 10% off if he purchased garage 
building materials from the firm. A 
display on the company’s office wall 
illustrates trends in garage construc- 
tion. 

As an added attraction, Eagle hands 
out a two-page folder, particularly be- 


fore income tax payments are due, 
explaining permissible deductions for 
construction costs or building materi- 
als. Newspaper ads advise homeown- 
ers to make sure they’ve taken ad- 
vantage of every possible deduction. 

A Norwich, N. Y. building materi- 
als dealer, Crane, Inc., displayed new 
products at a week-long show in an 
area shopping center. The firm co- 
operated with local electrical appli- 
ance dealers and the Parent-Teachers 
Association in sponsoring the show. 
Crane also offers merchants, hotels, 
motels and tourist homes maps of 
Norwich. Of course, the Crane name, 
address and phone number is prom- 
inently featured. 

Phone campaign. Success with a 
phone campaign was reported by Kel- 
logg Lumber Co., Utica, N. Y. Can- 
vassers phoned from 9 to 11 a.m., 
5 to 6:30 and 7 to 9 p.m. daily during 
a four-week promotion period offer- 
ing a $2 credit memo for use with 
any purchase of $20 or more in build- 
ing materials if the slip was called for 
within 48 hours. 

Homeowners were then queried 
about new home or remodeling plans. 
This qualified information was used 
for direct mail followups and helped 
indicate other business-building activ- 
ity. The Kellogg company said the 
number of persons who hurried in 
to get their credit slips was “greater 
than we anticipated.” 


Hardware Group Sets Standard 
For Door Plates; Screws Next 

CuHicaco—Quality, not price, will 
be the builders hardware industry’s 
criterion if the Association of Archi- 
tectural Hardware Manufacturers has 
its way. 

Meeting here this month, the asso- 
ciation laid down a standard for all 
metal or plastic plates used for door 
protection. Now the group plans to at- 
tack the problem of screw standardiza- 
tion. Prior to its fall meeting, members 
will conduct tests to learn what is the 
best screw to use with bumper, kick 
or mop plates, according to Joseph J. 
Sullivan, Payson Manufacturing Co., 
president. 

Meeting here for one-day at their 
second-quarterly meeting were: Brook- 
line Mfg. Co., Chicago; Builders’ Brass 
Works, Los Angeles; Cipco Corp., St. 
Louis; Detroit Hardware Mfg. Co., 
Roseville, Mich.; Hiawatha Metal- 
craft, Inc., Minneapolis; John L. Lind- 
strom & Associates, Washington, D.C.; 
Payson Mfg. Co., Chicago; Quality 
Hardware Mfg. Co., Los Angeles; 
Rockwood Mfg. Co., Rockwood, 
Penna.; Trego Industries, Red Oak, 
Tex. and Triangle Brass Mfg. Co., Los 
Angeles. 


Gypsum from Chemicals 

VIRGINIA BEACH, Va.—Allied 
Chemical Barrett Division will break 
ground soon in Claymont, Del., for a 
plant which will produce gypsum 
wallboard chemically instead of from 
gypsum rock. 

H. Dorn Stewart, president of the 
Barrett Division, announced the move 
at a sales conference here. He pre- 
dicted that within 10 years from 25% 
to 30% of all home building materi- 
als will be man-made in chemical and 
plastic plants. 


EYE-CATCHING, Formica Flakeboard's 
screw-holding power safely suspends 
two aerialists of slightly more than 100 
pounds each from a single screwhook 
driven into the 3%,” board edge. An 
underlayment for laminated plastics, the 
three-layer Flakeboard will hold 225 
Ibs. on both edge and face. 
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NEWS 


JOHNS MANVILLE NEW FLOORING LINE! 
NEW STYLES! 


PRODUCTS 





NEW FASTER SERVICE! 














NEW 






A COMPLETE 
LINE OF 
SOLID VINYL 
FLOORING 


TERRAZZO — traditional pat- 
terns in a wide range of colors 
with the long-wearing character- 


JOHNS-MANVILLE istics of solid vinyl. 


T-STAR VALUE PRODUCTS 


NEW 





THE FIRST if 
VINYL-ASBESTOS 
TILE THAT REALLY | ) 
LOOKS LIKE WOOD a 











MARBLEIZED — featuring sub- 
tle backgrounds and bright, con- 
trasting striations that create 
floors of exceptional beauty. 


PHOENICIAN ~—adds a new note GOLD MARBLEIZED — adds 
of shimmering beauty, depth and the appeal of gold metallic ac- 
elegance to any floor in a home, cents to deep vinyl beauty. Offers 
office, or commercial building. a new high note in floor styling. 


Ask your Johns-Manvilie Representative to show you samples of the complete color line of new J-M Solid Vinyl Floor Tile 


NATURAL 
WOOD 
DESIGN 


@ At last—J-M Terraflex brings 
you a natural wood design that 
really looks like wood! Three 
beautiful patterns that capture 
the true grain and tones of nat- 
ural wood . . . Ash—decorator- 
styled in the natural gray color 
of the native wood .. . Maple— 
with the deep beauty of polished 
colonial floors . . . Teak—with 
the sheen and richness of rare 
oriental wood. All three are fa- 
mous J-M Terraflex ... made by 
the pioneer in vinyl-asbestos tile 
... for long life with a minimum 
of care. 


TERRAFLEX is a registered trademark of the Johns-Manville Corporation 





LOS ANGELES 


ee MORE PLANT CAPACITY J-M has expanded total production facilities by al- 


most 50% ... has added a modern new flooring 
plant at Chillicothe, Ohio... and now warehouses 
its entire line in five strategic locations including a 
new warehouse at Los Angeles. 


@® NEW FASTER SERVICE Now each Johns-Manville plant will stock the en- 


tire line—solid vinyl, Terraflex vinyl-asbestos, and 
asphalt-asbestos flooring. You can get what you 
want when you want it from a nearby location... 
including the new Los Angeles warehouse serving 
the Far West. 


@® NEW COMPLETE FLOORING _ Because each J-M distribution center handles the 


complete line, you can cover all your requirements 


LINE FROM ONE SOURCE for floor tile from one responsible source with one 


single order and one shipment. You save time, trou- 
ble, paper work ... a new advantage you get with 
Johns-Manville. 


JOHNS-MANVILLE 


for you... the J-M Home 
ReNEWal offer designed 


to bring customers through 
your door in crowds. They 
pick up a coupon from you 
that entitles them to a gen- 
uine Justus Roe & Sons 50- 


foot steel tape—a certified 
$4.95 value for just $2.00. 
All you need do is to dis- 
play the offer and a supply 
of coupons for customers 
to take and mail in. They 


do everything —the plan 
THE BIG HOME RENEWAL costs you nothing! Ask 
OFFER TO BUILD TRAFFIC ee eS ee 

for details, and put this 
FOR NEW FLOORING BUSINESS plan to work NOW. 
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That’s what Minnesota Paint Dealers sold users of Minnesota’s 


FREE Personalized COLOR PLANNING SERVICE 





Customers like it.. dealers are profiting by it. That’s 
the story on Minnesota Paints’ Color Studio, the per- 
sonalized color planning service that you, as a Minne- 
sota Paint Dealer, can offer to your customers free 
of charge. 

Minnesota Paints’ staff of professional color consult- 
ants will plan color specifications to fit your customers’ 
individual needs. They will prepare a personalized Color 


MINNESOTA PAINTS, INC. 
1101 -3rd St. South © Mi polis 15, Mi 


Please send me complete information and samples of the free personalized 
Color Studio service offered through Minnesota Paint dealers. 


Studio folder for you to give your customer containing 
actual paint samples and color suggestions for carpet- 
ing, tiling, draperies, upholstering and other accessories. 
No other paint manufacturer offers a color service so 
complete and individual. 


Customer reaction to Color Studio recommendations 
is quoted by all dealers as “‘excellent.’”’ Customer pur- 
chases as a direct result of Color Studio recommenda- 
tions range from primers and varnish to complete orders 
for interior and exterior finishes for newly completed 
or remodeled homes. Individual orders as a direct result 
of Color Studio recommendations run as high as $800.00 
(for a school) and the average sale is $47.00 worth of 
Minnesota Paint products to users of Minnesota’s free 
Color Studio. 


If you are interested in making use of this compre- 
hensive color planning service to increase paint sales 
and profits in your store, mail the coupon. 











Minnesota 
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Weyerhaeuser special quality features make 
4-Square Lumber and Plywood a “best buy” 


® Quality controls 

® Special processing 

@ Continuous research for 
product improvement 

® Long-range planning 


ality in lumber can best be deter- 
mined by the following four queries: 
1. Does it retain dimensional stability? 
2. Does it maintain structural strength? 
3. Is it surfaced clean, square and 
smooth? 4. Does it work easily, thus 
saving construction time? You can be 
sure Weyerhaeuser 4-Square Lumber 
and Plywood Products will consistently 
meet your requirements, grade for grade, 
on all of these standards of quality. 


Quality in lumber doesn’t just happen! 
Neither, for that matter, does leader- 
ship. A manufacturer, motivated by 
integrity, is constantly striving to 
achieve maximum quality in existing 
products, seeking through research to 
develop new products, and field testing 
to attain better product utilization. Such 
are the continuing goals of everyone in 
the Weyerhaeuser organization. 


The achievement of these goals might 
easily be cited in three instances where 
Weyerhaeuser’s qualitative motivation 
brought to the building industry top- 
quality products. 


To make good siding even better 
Weyerhaeuser science leads again... 
with a unique “raincoat’’ treatment that 
lines the surface cells of wood with a 
water-repellent material. Result: Weyer- 
haeuser 4-Square Water- Repellent 
Treated Siding that lasts longer, requires 
far less paint, and prevents “‘wicking.”’ 


To give you consistently better 

lumber products “\ 
Weyerhaeuser 4-Square Kiln-dried 
Lumber is scientifically pre-seasoned in 
giant kilns where skilled workmen, using 
advanced methods and equipment, keep 
precise control over temperature, hu- 
midity, and flow. Result: lumber that is 
stronger, smoother, better in every way. 
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To bring you a new concept in 
lumber manufacturing 
From Weyerhaeuser research came 
special glues, special manufacturing 
techniques . . . and a new idea. Result: 
Weyerhaeuser 4-Square Nu-Loc ...a 
superior lumber product made of select, 
kiln-dried lumber pieces, end- and edge- 
glued into boards made to desired longer 

lengths and wider widths. 


From Weyerhaeuser mills and plants 
throughout the Pacific Northwest flow 
the primary products of the log... 
timbers and lumber in all widths, 
lengths and patterns for home, farm, 
commercial and industrial construction. 


From other plants, long ribbons of veneer 
are unwound from the log, clipped to 
grade and size, dried, cross-banded and 
glued under tremendous pressure to form 
plywood panels for an endless variety of 
uses. Through progressive research and 
development, Weyerhaeuser mills and 
processing plants are converting more 
and more of the log into better lumber 
products. 


Behind this famous brand name are 
many resources . . . tree farms, modern 
mills, precision machinery and experi- 
enced personnel. Long range planning 
for the protection of growing trees, the 
harvesting and milling of mature tim- 
ber, and the planning of timber re-growth 
is an industrial drama of gigantic action. 


The quality features available in all 
Weyerhaeuser 4-Square Lumber and 
Plywood Products make them a “best 
buy.” For further information, write: 
Weyerhaeuser Company, Lumber and 
Plywood Division, Dept. 43, First 
National Bank Bldg., St. Paul 1, Minn. 
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Quality makes the difference in satisfaction- 
supply Weyerhaeuser 4-Square Lumber and Plywood 


Meeting today’s demand for quality construc- 
tion calls for careful evaluation of your most 
basic product—lumber. 

Quality in lumber doesn’t just happen! Be- 
hind the 4-Square brand is an absorbing and 
interesting story of product integrity. Exten- 
sive research, constant development, and skill 
of manufacture resu!t in lumber and plywood 


products of outstanding quality — products im- 
mediately acceptable by a brand-conscious 
market. 

These quality features are important to you, 
too! They bring the profit—and repeat orders 
resulting from customer satisfaction. Weyer- 
haeuser 4-Square identifies you as a dealer of 
brand-name dependability. 


Weyerhaeuser Company 


Lumber and Plywood Division 
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HOUSE & BUILDING 
FABRICATION 


SPECIAL REPORT 


Prebuilt Housing 


Will Affect 


Your Business 


—WHETHER YOU LIKE IT OR NOT 


ee and strongly-entrenched lumber 
and building materials dealers and wholesalers 
have often laughed off the visionary predictions of 
housing prefabricators. These forecasts have usually 
fallen short of expectations, often by a large measure. 

But during the past year, there’s been less and less 
criticism by conventional retailers about the prefabrica- 
tors’ claims. The fact is that record sales are being as- 
sembled on jig tables. The outlook for prefab sales in 
1960 is for a 10% to 20% increase, despite the general 
decline in housing starts. 

One reason that established building materials people 
are less critical of the prefab industry is that an increas- 
ingly number of dealers are now in the business. And, 
for the first time, building materials wholesalers are be- 
coming prefabers too. 

Of course, the number of retail and wholesale firms 
active in prebuilt housing is still only a small portion of 
the industry. But some of the biggest and best-regarded 
dealers and distributors have committed themselves to 
permanent fabrication programs. Together they repre- 
sent a new and potentially powerful force in prefabrica- 
tion. 

Prefabrication is growing because it can reduce con- 
struction costs. Less time spent on the job site brings 
advantages in interim financing, interest charges and 
builders’ capital turnover. Rising land costs make every 
dollar saved in construction of increasing importance. 


48 


A survey conducted by the Lumber Dealers Research 
Council shows that by using panel construction, a build- 
er can reduce such items as pilferage, scrap loss and lost 
construction time for an average saving of $381 per 
house. 

Those dollars are saved by using wall panels and roof 
trusses. More savings would accrue if other prefabed 
components were used, such as ceiling and floor panels. 
These savings, incidentally, can be made on custom-de- 
signed homes as well as on production-line homes. 

Another reason for dealer and wholesaler interest in 
prebuilt techniques is the popularity of custom fabrica- 
tion and its potential in medium and higher-priced hous- 
ing. Precision-cutting and assembly under controlled 
shop conditions can bring better values to any house, re- 
gardless of price. When quality homes are packaged in 
volume, they can offer the luxury of professional archi- 
tecture, a boon for more livable design for the house- 
wise second-home buyer. 

Dealers also find that it’s the medium-sized builder— 
traditionally the retailer’s best builder customer—which 
is attracted to prebuilt house packages. According to 
one survey, 50% of the prefabed homes produced in 
1959 were sold to builders in the 25-99 house class. 

Still another reason for prefab growth is the aware- 
ness that the building industry needs more aggressive 
merchandising. A prebuilt house can be a promotable 
“brand name” package. This has little to do with the 
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technical aspects of prefabing—but it has much to do 
with why prebuilt housing is making headway. Amer- 
icans are conditioned to buy “brands.” 

The Home Manufacturers Association says that there 
were 132,054 prefabed homes produced in 1959, a gain 
of 20% over 1958. That is a conservative figure, if you 
include precut and component homes. 

Custom vs. production-line. A New England dealer 
explains the advantages of custom-fabrication this way: 

“We don’t want to ‘educate’ small-town building com- 
missioners about an arbitrary prefab system. They're apt 
to be against it on principle. So we panelize any house 
plan a builder wants. Our prefabs use 100% conven- 
tional construction methods.” 

Most prefab experts agree that custom fabrication has 
many sales appeals, but it isn’t as economical as a re- 
stricted “line” of homes. By confining assembly to spe- 
cific designs, a production flow is achieved that’s im- 
possible to obtain if each house is of a different design. 

The aim of most prebuilt firms is to create a variety 
of floor plans and elevations to satisfy almost any cus- 
tomer. 

When it comes to new and potentially cost-saving 
materials and components (say, for instance, stressed- 
skin panels or use of new plastic cores) prefabers are 
frustrated by short-sighted building czars and a maze of 
conflicting codes. As a result, most prefabs will continue 
to use conventional construction materials and methods 
until performance (rather than specification) codes be- 
come more common. 


ae * * 


P REBUILT HOUSING is produced by a variety of 
companies, different in background and experience 
and marketing outlook. 

There are some 60 members of the Manufactured 
Homes Association. But literally thousands of firms can 
be classified as bonafide prefabricators. The growth of 
component systems is changing the character of the pre- 
built housing industry. The complex nature of this new 


“industry” can be seen in the analysis starting on next page. / 


WIRING IS _IN- 
STALLED with insula- 
tion in exterior wall 
panels produced by 
Union Roofing & Pa- 
per Co., York, Penna., 
one of the most ad- 
vanced prebuilt sys- 
tems available to 
building materials 
dealers. See page 76 
for complete story. 








3 Types of Prebuilt Housing 


1) PREFABRICATED COMPONENT. Any part or 


section of a house made from various pieces prior 
to delivery at the site. A common component is 
a window unit. In turn, a window unit becomes 
only a part of a component wall section or panel. 
A fully integrated component includes every part 
or piece needed, including finish materials. 


PREFABRICATED HOUSE. A “package” of 
pre-assembled components. Most home manufac- 
turers prefabricate only the components for a 
house “shell,” although finish materials are often 
included in the package shipment. A truly com- 
plete prefabricated house would include plumbing 
and heating equipment. 

In custom prefabrication, any house plan or de- 
sign is converted to a panel system. 


PRECUT HOUSE PACKAGE. Every piece or 
sheet for a house shell is cut to size prior to ship- 
ping. The precut pieces are marked or keyed for 
fast fabrication and erection at the site. 











Prebuilt Housing Will 
Affect Your Business 


(Begins on page 48) 


National Distribution 

The No. 1 prefab organization in output is National 
Homes, with headquarters and main plant in Lafayette, 
Ind. Other National plants are in Tyler, Tex. and EI- 
mira, N. Y. and a new plant has just opened near San 
Francisco. 

This newest plant is expected to serve Arizona, Ore- 
gon, Washington and Montana—states which currently 
have no National dealers. 

Last year, National purchased subsidiary companies 
in Pennsylvania, Tennessee, Georgia, Mississippi, Vir- 
ginia, Illinois and Ohio. These subsidiary plants added 
9,000 units to the 27,400 homes produced by National’s 
main plants in 1959. The Federal Trade Commission 
claimed this purchase was a restraint in trade, but the 
case has not yet been heard. 


Regional, Local Distribution 


Here’s where prefabrication is catching on fastest. 
The following analysis shows the types of firms now en- 
gaged in regional house fabrication: 

1) Divisions of lumber and building materials dealers. 
A surprisingly large number of manufactured homes 
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Illinois Wholesaler Offers 
Dealers Custom Components 


MOLINE, ILL. 


Custom prefabrication of exterior walls, roof trusses, ply- 
wood beams and exterior pre-hung doors is underway at 
Wholesale Distributing Co., the wholesale branch of Dimock, 
Gould & Co., Inc. 

Retail lumber dealers and their builder customers within a 
100-mile area were guests of Wholesale Distributing Co. for 
a recent one-day session at which the advantages of prefabri- 
cation were explained. The meeting was climaxed by a Hoo- 
Hoo sponsored dinner. 

The group of 280 dealers and builders toured the new wing 
of a warehouse, where the prefab plant began operation on 
April 1. About $15,000 in special prefabrication equipment 
has been installed, according to sales manager Grant Nelson. 

Both gang-nail and plywood gusset-type trusses are being 
used. Orders thus far have included both house jobs and com- 
mercial structures. One order last month made it necessary to 
secure permission to send 52’ long trusses over the highway 
for a warehouse job in Galesburg. 

Bids on components have been made on farm buildings, a 
rest home and a motel. Although only the component units 
will be fabricated at this stage, sales manager Nelson looks 
forward to offering a whole house package eventually. Facili- 
ties of a fully-staffed home-planning and engineering depart- 
ment will help in this direction. 

(Watch or a complete illustrated story on this new whole- 
sale prefab operation in our July 4th issue.) 


companies are outgrowths of retail lumber and millwork 
firms. Some of these have since abandoned their retail 
business, becoming specialists in house or component 
manufacturing. 

As volume in prefabing grows, dealers tend to sepa- 
rate this business from their retail trade. An example is 
Crestwood Homes, Greenville, Penna., associated with 
the Greenville Lumber Co. Another outstanding exam- 
ple is GBH-Way Homes, Walnut, IIl., an offshoot of the 
Gonigan-Bass-Hill Lumber Co. of Walnut. 

This is also the case of Fairfield (Conn.) Lumber 
Co., whose prebuilt home corporation was described in 
the May 9, 1960, issue of A.L. & Building Products 
Merchandiser. Another example is Heritage Homes, 
Inc., a division of Independent Lumber Co., Cleveland, 
Ohio, whose component system was demonstrated last 
year at the National Retail Lumber Dealers Exposition. 

Among dealer-prefabers are Lu-Re-Co franchised 
“manufacturers” such as Southport (Ind.) Lumber Co. 
and Blackstock Lumber Co., Seattle. 

In Kansas City, the A. O. Thompson Lumber Co. re- 
cently made news by purchasing a leading regional com- 
ponent maker, Wadsworth Homes. Now the name is 
Thompson Homes. 

Thompson prefabs are sold through franchised deal- 
er-contractors, some of which will be lumber retailers. 
Prefabers using this sales policy are regarded as build- 
ing wholesalers. A franchised dealer-contractor can 
either hire erection crews on his payroll, or act only as 
agent and sub-contract the erection. 

Some lumber dealers sell their prefab packages to 
consumers, coordinated with home planning depart- 
ments and land development. 

More than 40% of the industry’s big lineyard com- 
panies, whose branches number up to 100 retail yards, 
manufacture some type of component, according to an 
A.L. survey made last year. Boise-Payette Lumber Co., 
Boise, Idaho and Botsford Lumber Co., Winona, Minn., 
are examples of lineyards which market a line of pre- 
built home packages. 

Many lumber dealer packaged programs are for do- 
it-yourselfers, sometimes known as “shell housing.” For 
instance, Main Line Lumber & Millwork Co., Wayne, 
Penna., has sold more than 2,000 packaged homes di- 
rect to homeowners for self-erection since 1952. Last 
year Main Line started to set up franchised dealers, who 
also sell the packages to the consumer “sweat equity” 
trade. At least five of their franchised dealers are other 
retail lumber dealers. 

A dealer invests $10,000 for a Main Line franchise. 
He is expected to sell 30 house packages a year. Main 
Line guarantees the dealer a profit of at least $1,000 per 
house. 

To become a prefaber, a lumber dealer will often get 
his feet wet by making roof trusses. From there he’ll 
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expand to custom fabrication, either for his building 
trade, for consumers, or both. Sooner or later, he'll 
probably get the urge to design a branded “line” of 
homes, with annual models. Then he’ll be a full-fledged 
prebuilt house producer—and is likely to start scouting 
around for dealer-contractors. 

2) Divisions of building materials or sash and door 
wholesalers. These are the newcomers to the prebuilt 
field. They’ve seen big lumber retailers do it and are out 
to compete on a packaged house basis. 

Three examples are described in this issue, starting 
on page 62: Iron City Sash & Door Co., Pittsburgh, 
Penna.; Union Roofing and Paper Co., York, Penna. 
and Building Material Distributors, Rapid City, S. D. 

Some of these wholesalers sell materials to more than 
a thousand retail yards. Like the big lineyard organiza- 
tions, they possess a built-in network of dealer-contrac- 
tors. Their success in prefabing remains to be seen, but 
in theory at least wholesalers are ideally situated to cap- 
ture a good share of the prebuilt housing market. 

3) Independent divisions of large builders. These are 
lumberyards or fabricating companies owned by de- 
velopers and builders, but operated on an independent 
basis. They sell to builders other than their parent com- 
panies. 

Glenn Lumber Co., North Bessemer, Penna., typifies 
this category of supplier. J. M. Bryson, vice-president, 
said that only 20% of its precut packages are sold to 
the Associated Samson Companies, of which Glenn 
Lumber is a part. 

Last year, Glenn Lumber supplied 1,800 house pack- 
ages to the Pittsburgh market. 

4) Division of large builders. These fabrication shops 
are set up solely to supply a single development or tract. 
The fabrication is usually done at a development site. 

5) Prefabrication specialists, These companies are 


independent from any established lumberyard or build- 
ing organization. Where they exist—and some of the 
most prominent prefabers are in this group—they fill a 
role which could easily be done by lumber or millwork 
wholesalers or retailers. 

Regional sales. Freight rates for prefabed home pack- 
ages become excessive for points more than 350 miles 


from a plant. Thus, the regional prefaber is in a sound 
economic position. 

There are other advantages for regional prefabing. A 
regional firm will usually be more sensitive to the design 
tastes of home buyers in its market. Its salesmen can 
develop intimate relationships with builders and can 
conveniently confer with building commissions when 
codes are a problem. 

Lu-Re-Co. Any discussion of prefabrication must pay 
tribute to the pioneer work of the Lumber Dealers Re- 
search Council, under the leadership of Raymon Har- 
rell, research director and Clarence Thompson, its pres- 
ident and also owner of Thompson Lumber Co., Cham- 
paign, Il. 

The 4’-wide panel system for franchised Lu-Re-Co 
dealers has many enthusiasts. It is said to be the indus- 
try’s most versatile component system. 

More than 2000 lumber dealers are Lu-Re-Co mem- 
bers. But many of these members have as yet to become 
active fabricators. 

At the heart of Lu-Re-Co’s problem is its voluntary 


FLEXIBLE LU-RE-CO PANELS are now being 
made by wholesalers and large dealers, sold 
on package basis through smaller lumberyards. 


NATIONAL ADVERTIS- 
ING for franchised deal- 
ers of the Lumber Deal- 
ers Research Council will 
be seen in shelter maga- 
zines and television this 
summer, promoting Reyn- 
olds’ Metals Independ- 
ence Homes. More than 
60 lumber dealers have 
built model homes of the 
Independence line as a 
tie-in with Reynolds’ na- 
tional promotion. 
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concept. It cannot force its franchised dealers to fab- 
ricate or merchandise. 

By way of contrast, a prominent prefaber said this 
about his dealers: “To get our dealer franchise, a man 
must erect three model homes on a high-traffic location, 
open the models each week-end and conduct a steady 
newspaper advertising campaign.” This is the challenge 
for Lu-Re-Co dealers. 

The original hope of the Lumber Dealers Research 
Council was to merchandise the label “Lu-Re-Co” on a 
national scale. Its voluntary structure and lack of funds 
has blocked that plan. But the Council is getting nation- 
al promotion for its dealers through other means— 
working with national manufacturers and producer as- 
sociations. 

The Reynolds Metals Co. last year created its “Inde- 
pendence Homes” program specifically for Lu-Re-Co 
lumber dealers. These house designs feature aluminum 
products which can be purchased by the dealer from the 
Lu-Re-Co service association. 

Independence Homes are being promoted this sum- 
mer by Reynolds in national shelter magazines and on 
television. More than 60 lumber dealers who built model 
Independence Homes are listed in the national ads. 

The Douglas Fir Plywood Association also has 
worked closely with Lu-Re-Co in home merchandising. 
Blueprints for DFPA’s “Emblem” Homes are available 
for conventional construction or Lu-Re-Co panelization, 
with plywood specified throughout for structural and 
finish applications. Dealer merchandising aids for Em- 
blem Homes include color transparency pictures with 
viewer; consumer catalog of designs; punch-out models; 
portfolios and signs and display material. 

Many Lu-Re-Co dealers are smaller concerns. Their 
markets may not justify a fabrication setup. Two years 
ago, Lu-Re-Co recognized this drawback, established a 
separate “manufacturer” classification. The “manufac- 
turer” does the prefabing, helps other dealers promote, 
sell and finance Lu-Re-Co homes. 

Building Material Distributors, Rapid City, S. D., is 
the newest Lu-Re-Co “manufacturer” on a wholesale 
level. Its program is told on page 70 of this issue. 

The emergence of wholesalers or large lumberyards 
as suppliers of components will allow many smaller 
dealers to concentrate on sales. It should also bring fi- 
nancing help to the smaller dealer for his Lu-Re-Co 
homes. 

Another development of interest is that the Cheney 


Lumber Co., Tacoma, Wash., will precut major species 
of West Coast framing material to be used with Lu-Re- 
Co wall panels and trusses. Many dealers feel the logical 
place to precut is at the mill; the precut members would 
be bundled and strapped, ready for assembly at the re- 
tail yard. 

The Council is continuing its research for dealers. 
Lu-Re-Co and the Masonite Corporation are working 
together to develop a new pre-decorated non-load bear- 
ing interior partition system, now being field tested in 
10 houses across the country. The study hopes to create 
a system which will reduce costs, provide decorative 
finishes, reduce on-site labor time, allow one-man in- 
stallation procedure and concealed wiring. 

Lu-Re-Co is not sitting still. There’s little doubt but 
that it will grow steadily with new ideas and new dealer 
franchised members in the years ahead. 


7a NEW DIRECTIONS prebuilt housing will 
ake is anybody’s guess. Pre-assembled components 
will be marketed in a variety of ways. Many different 
types of firms will group the components into house 
packages. The marketing patterns will be complex and 
in flux. 

But one thing is certain—prebuilt housing will affect 
every distribution factor in the light construction indus- 
try. On-site housing construction will get a run for its 
money in the years ahead. 


* 2k * 


Watch A.L. & Building Products Merchandiser for au- 
thoritative and complete editorial coverage of house man- 
ufacturing. A.L. has led all other building materials dis- 
tribution magazines in documenting this growing business. 
Increased editorial reports are now scheduled. 

(Copies of this Special Report are available for 50¢ each. 
Quantity prices upon request. Write the Editors, American 
Lumberman & Building Products Merchandiser, 59 East 
Monroe, Chicago 3, Illinois.) 


20,000 ROOF TRUSSES were pro- 
duced in 1959 by Glenn Lumber 
Co., North Bessemer, Penna., 
using automatic machine at left 
and plates shown above. A com- 
pleted truss can be produced 
every two minutes. Installation 
cost dealer about $8,000. 





ALUMINUM AND GALVANIZED 
BUILDING SHAPES. A versotile 
line of all popular sizes and designs 
currently used in the building in- 
dustry. Applicable for industrial, 
commercial and residential con- 
struction. Sixty-one different shapes 
available. 


1 OR 2-SIDED COPPER VAPOR 
BARRIER AND REFLECTIVE IN- 
SULATION. Available in 4 popular 
weights. Corrosion resistant. Use 
with @ mastic on footers and for 
underground installations. Forms 
permanent seal around doors and 
windows. An effective insulator. 


4 MORE BUILDING PRODUCTS 
FROM QSM’S COMPLETE LINE 
(QSM stands behind every one!) 


seg 


ALUMINUM AND GALVANIZED 
TERMITE SHIELDS AND PIER 
CAPS. Two-inch single or double 
flange shields. Inside, outside, and 
double flange mitres simplify in- 
stallation and are available in sizes 
to fit all standard walls, 


ee: Don, 


GALVANIZED ROLL VALLEY 
AND FLASHING, One of the most 
rigid roll valley and flashing mate- 
rials on today's construction market. 
Used also for duct work, etc. Of 28, 
29 and 30-gauge, in 12 widths, 
from 4 to 30 inches. Fifty-foot rolls. 


The most complete line of 
Metal Building Products 
manufactured at one source 
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ALUMINUM > 
SOFFIT 


Buitders go for this profitable new QSM aluminum 
soffit material. It’s light, flexible, and easy to install. 
Saves time and money on every job. 

Perforated with 4%-inch holes to open 14% of its 
surface for ventilation; needs no soffit louvers. Etched 
and prime coated for easy second coating in any color. 

Available with or without perforations to use for 
room dividers, shading screens, carports or decora- 
tive applications. In 100-foot rolls of 12, 18, 24 and 
36-inch widths. 


Get this Free Booklet... 


SHOWS OUR COMPLETE LINE! 





tam a [) Dealer 


QUAKER STATE METALS COMPANY 
Box 1167-C, Lancaster, Pa. 


Gentlemen: Please rush me the booklet with the full story of Quaker 


State's complete line of metal building products ! 








Name. to ’ 


ag 


Address 





City State. 





{_) Distributor 
(Check one) 


QUAKER STATE METALS COMPANY 


LANCASTER, PA. 
A Division of HOWE SOUND COMPANY 


(_] Builder or Contractor 
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KEYMESH and KEYCORNER 
help give our 
sales a lift. 


says DON MORRISON 


Morrison Bros. Real Estate, 
Omaha, Nebraska 





*There’s no doubt that home buyers want both 
beauty and durability. That’s why we consider 
lath and plaster interiors such an important fea- 
ture in our homes,”’ says Don Morrison. ‘We rein- 
force ceilings with Keymesh and inside corners 
with Keycorner. Keymesh and Keycorner are two 
of the hidden, quality extras our home buyers 
expect from us. And, the sales advantage gained 
by adding this quality reinforcement more than 
outweighs its initial cost.’’ 


**We’ve found that Keymesh and Keycorner gives 
a better plaster job. Their open mesh assures a full 
bond with plaster and provides 50% greater resist- 
ance to cracking. Laboratory tests* show it and 
our on-the-job experience proves it.” 


*‘And our workmen like the fact that smooth, 
snag-free, easy-to-handle Keymesh and Keycorner 
won’t tear hands or clothing. Keymesh always 
rolls out flat. And, pre-formed 4-foot lengths of 
Keycorner fit easily into place with no lost time or 
wasted effort,” declares Mr. Morrison. 


“One more important point that our customers 
appreciate. We point out to them that Keymesh 
and Keycorner gives them three to four times the 
fire protection of other materials tested,’’ stated 
Don Morrison, 


Latest new product in the Keymesh family is Keystrip 
—a flat 4 inch strip, supplied in 4 ft. lengths. Ask 
your dealer to see it. 


*Send for more complete information and results of 
tests conducted by leading laboratories. Write. 


— STEEL & WIRE COMPANY 


I would like to learn more about the effective crack 
resistant qualities of Keymesh, Keycorner, and Key- 
strip reinforcement. Please send me test reports and 
more complete information. 

Name 

Company 

Address 

TTT 
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You can always tell a Cheney Stud by the legible 
grademark it bears. Or by the famous stud-horse 
symbol and the red end. Positive grade-trademarks 
like these speed identification of on grade lumber 


for FHA inspectors. They represent top quality in 
lumber products, have added value when you sell. 


Other facts to help you buy and sell Cheney brands 
with confidence: 


SIZES AND SPECIES 


Diversity of dimension is the key to the Cheney line 
of light framing lumber available. Basic stock 
items in 8 foot lengths are: 


2x2 3x4 
2x4 
2x3 4x4 


Lengths can be precision end trimmed to your 
requirements. Special lengths and sizes are shipped 
only on special order. Species most commonly pro- 
duced in sizes outlined above are: 


Douglas Fir, White Fir, Redwood, Western Red 
Cedar, Hemlock. 


SEASONING 


Your needs in any species can be supplied kiln 
dried or unseasoned. Modern steam fired kilns 
assure uniform moisture control conditions, thor- 
ough, even drying-and straight studs. Efficiency of 
kiln operations is double-checked by new automatic 
weight controls. They eliminate the possibility of 
costly shipment of heavy, moisture laden pieces. 


GRADES, GRADEMARKING, INSPECTION 


Grades used are: Construction, Standard, Utility, 
Economy. Also offered are Select Economy and 
“Crow” Economy, both company established grades. 
In all 7 Cheney mills regular grading practices are 


Originators of the eight foot stud 
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cheney lumber company its products 
and how to buy them... 


followed in accordance with West Coast Lumber 
Inspection Bureau standards. Company is a sub- 
scriber to the services of the WCLIB, an FHA 
authorized independent quality supervision organ- 
ization. All production is subject to grade inspec- 
tion on periodic checks at all plants. Highly trained, 
skilled graders place Bureau authorized grade- 
marks on every piece of lumber produced under the 
Bureau’s program. 


CHENEY LUMBER GRADE-SPECIES CHART* 


Western 


Douglas fir | Hemlock | White fir | Red Cedar 





CONST 





STAND 





UTIL 


1. 
* 
SEL ECON 1. 
A 








ECON 





“CROW” ECON 














*Redwood is graded according to CRA standards. 


For current quotations or for more “how to buy” 
information, write: 


cheney lumber company 
4 Tacoma Bldg., Tacoma 2, Washington 
Pane, FUlton 3-2424 + Teletype 024 


Circle No. 36 on Handy Cover Card 





CHENEY 























*Based on Suggested Retail Prices 


PRODUCT LEADERSHIP! The most complete line . . . first in consumer demand 
because 7 out of 10 ask for Celotex by name! 


NATIONAL AD SUPPORT! Consumer magazine advertising designed to 

create demand among your prospects, in your community, through the 
magazines they read the most: LIFE, The “POST,” Better Homes & Gardens, 
American Home, House Beautiful, LIVING for Young Homemakers. 


LOCAL PROMOTION AIDS! Ad mats. Colorful folders. Promotion plans to 
bring in more home owners . . . more do-it-yourself fans. Special merchandising 
material for your builder and contractor customers. 


DISPLAYS THAT SELL JOBS! Celotex gives you the industry’s outstanding 
displays. Attractively framec: ceiling “sections”... famous “Slim Jim” tile selector 
that takes very little space and effectively shows 10 tile patterns. 


STOCKED BY YOUR CELOTEX PRODUCTS WHOLESALER 


If it’s “by CELOTEX” you get QUALITY. . . plus! 


BUILDING PRODUCTS B 


= ; 
Join the Celotex Crusade to | Ir ' (@) | Ir “€ 
YOUR HOME — sell people in your community . 
on spending for first things 


COMES RST 


THE CELOTEX CORPORATION « 120 S. LASALLE ST., CHICAGO 3, ILL. 
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AVAILABLE NOW! 
FROM YOUR KAISER ALUMINUM WHOLESALER 
TWIN-RIB &'stoinc 
NEW LOW COST * NEW APPEARANCE 
DESIGNED FOR RE-ROOFING € SIDING! 
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* Trademarks Kaiser Aluminum & Chemical Corp. 


the ideal companion for Diamond-Rib roofing 
Twin-Rib patent applied for 


1S 


. 


roofing and re-siding, Twin-Rib for economy .. . f 
new construction, Diamond-Rib for strength. New Twin- 
Rib is also ideal for use with Diamond-Rib—as low-cost 


siding for pole type and steel frame buildings. 
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Twin 
For re- 


DIAMOND-RIB* FOR STRENGTH ... TWIN-RIB FOR ECONOMY 
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snug fit as a nail is driven down tight. Note the 


flat corrugation for easy nailing. 
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TWIN-RIB COSTS LESS ... SELLS FOR LESS! 
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-Rib Side Laps Are Tight 


ING IS THE LOWEST COST ALUMINUM 
a 
th any other metal roofing. 


NEW KAISER ALUMINUM TWIN-RIB ROOF- 
ROOFING MADE— PRICED TO COMPETE 
WITH 28 AND 29 GAUGE GALVANIZED 
STEEL ON AN INSTALLED COST BASIS! 
Kaiser Aluminum Twin-Rib and Diamond- 
Rib roofing and siding and a complete line of 


accessories are ava 


Kaiser Alu 


lengths are standard. 6 to 12 foot lengths too! 
Kaiser Alu 


Twin-Rib Is Long And Wide: 14 and 16 foot 
Twin-Rib is Easy To Nail: The e 
sentative. Don’t delay, order today! 


Provides 48 
added protect. 
leakage. 
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Prebuilt Housing Will Affect Your Business (begins on page 48) 


ONE OF TWO WALL PANEL JIGS in new Showcase Homes fac- 
tory in Eighty-Four, Penna., a division of Iron City Sash & 
Door, Pittsburgh. Panel shown has Masonite siding applied 
and Andersen Strutwall window installed. Block and tackle of 
Cleveland Tramrail will pick up panel and move to recessed 


loading dock which is inside the-plant. Plywood saw and 
radial-arm saw can be seen adjacent to the jig. Roof truss 
fabrication line, with a 50-ton roll press, has just been in- 
stalled to supplement panel fabrication. 


Jobber Can Make 4 Houses Daily 


* Iron City Sash & Door Co. tells dealers: Here's a 
way to make more than 10%, on a complete house, 
rather than 2°%/ net on piece materials. 


© This Pittsburgh jobber will dig up mortgage money 
for dealer customers for its Showcase line of pre- 
fabs; further services include promotional litera- 
ture and model home aids, even experts to help 


with erection. 
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PITTSBURGH, PENNA. 

OR MANY YEARS, prefabrica- 

tion of house components has 
been a popular conversational topic 
among jobbers. But while many of 
them just talked about prefabrication, 
Iron City Sash & Door did something 
about it. 

About a year and a half ago, they 
began fabricating component wall sec- 
tions experimentally. The result today 
is a packaged “Showcase” line of 
homes that has sold over 100 units to 
Iron City’s lumber and building ma- 
terials retail customers. 

Just last month, Iron City’s Show- 
case Homes subsidiary moved into 
its modern 21,600 square-foot factory 
in the village of Eighty-Four, near 
Washington, Penna. 

The new $500,000 plant has a ca- 
pacity of at least four complete pre- 
fab houses daily. Each packaged house 
is a controlled sale for one of Iron 
City’s 1,500 dealer accounts, at a 
good profit. 

Iron City’s sales manager, Regis 
Martin, points out that a dealer can 
net 15% on a Showcase shell and 
trim package, which will cost $4,000 
to $8,500. 

“Take 5% of that for advertising 


and package administration and 
you've still got 10% net on sales,” 
points out Martin. “How’s that com- 
pare with the 2% of sales, which 
most dealers are earning today on re- 
tail lumber?” he asks. 

Two packages. Showcase materi- 
als come in two packages—one for 
the shell, the other for the trim. Basic 
shell costs the dealer $3,785 to $6,- 
510. Factory-applied siding will run 
this up to $4,215-$7,350. 

A basic trim package costs from 
$930 to $1,340, including Common 
oak flooring; $1,005 to $1,415 for 
prefinished oak flooring. 

Prefinished kitchen cabinets are 
supplied as optional packages. 

Electrical heating equipment can be 
purchased from Showcase Homes by 
dealers on an installed basis, as low 
as $876. An electrical contractor and 
a prefab rep cover the region togeth- 
er. Plumbing installation is handled 
the same way, giving the dealer con- 
trol over two basic packages, which 
he ordinarily sub-contracts. 

Attached garages and _ additions 
such as breezeways are also avail- 
able. 

Services available. Iron City offers 
a wide variety of dealer services rang- 


ing from financing help to promotion- 
al literature. It will help a dealer tap 
mortgage funds, stage model home 
promotions and furnish a_ steady 
stream of promotional aids. 

Three Iron City representatives fol- 
low the delivery trucks and help su- 
pervise erection of the houses. After 
the shell is up, one man stays on to 
assist the builder install trim. 

A six-man crew can erect a Show- 
case shell in one day; three men fin- 
ish it up the second and third day. 

Case example. One successful deal- 
er in Showcase homes is the South 
Cumberland Planing Mill in Cumber- 
land, Md. 

President James Weber and his as- 
sociates built a new showroom several 
years ago and developed a kitchen 
modernization department, but Web- 
er discovered to his dismay that cash- 
and-carry and other types of compe- 
tition made it very difficult to earn a 
profit in the conventional way. Con- 
sequently, this firm turned to Show- 
case homes, sponsoring the first fur- 
nished model in its market. It has sold 
13 and expects to sell about 25 this 
year. 

“We sell these homes to the builder 

(Continued on next page) 


STREET OF SHOWCASE PREBUILT HOMES sponsored by South Cumberland (Md.} 
Planing Mill. Last year this dealer held the first completely furnished model home 
promotion ever staged in the Cumberland market. 








Showcase Homes Specifications 


LIST A 
Girder 


Sill Plates 


3 Floor Joists 
Bridging 
Sub-Floor 


Basement Stairs 


Exterior Walls 


Windows 


Exterior Doors 


Interior Partitions 


Second Floor Stairs 


Roof and Ceiling 


Roof Sheathing 
Roofing 


Gables 

Gutters 
Downspouts 
Plaster Grounds 
Shutters 

Exterior Trim 


Nails 


LIST B 
1 Doors 


Baseboard 
3 Shoe Mould 
Shelving 


Oak Flooring 


Insulation 


Nails 
Slaters Felt 


Handrail 


Basic Packages 


SHELL 


Three 2 x 10 No. 1 Fir or equal where 
shown on plans. 


2 x 6 No. 1 Fir or equal perimeter and 
over girders. 


2 x 10 No. 1 Fir or equal. 
Metal compression type. 


1 x 8 Y. P. or Spruce or 2” Plyscord at 
Showcase option. 

5/4 Nosed Treads and 1 x 10 Riser—2- 
2x12x14 and 2-1x8x14 Stringers. 

2 x 4 Bottom Plate with 2-2x4 Top Plates, 
2x4 Studs 16” O. C. No. 1 Fir or equal, 
14” waterproof insulating sheathing, . 5/16” 
Masonite siding-prime coated, corner brac- 
ing 1 x 4 let in. 

Andersen Strutwall Windows with Awning 
Sash Locks and Screens and Andersen 
#2820 Basement units. 

Ready Hung Door Unit including Screen 
and Storm Door. 134” one lite service door. 
Includes butts, jambs, stops, lock, weather- 
stripping and sill. 

Bottom Plate 2x4, Studs 2x4-16” O. C., 
Top Plate double 2x4, jack and header pre- 
cut, partitions prepared for dry-wall or 
plaster. Material furnished to fur down 
ceiling in Bath and Kitchen, frame access 
panels in Bath and Attic. 


Oak treads, risers and stringers assembled 
Box type. 


2x6 Ceiling Joists 16” O. C. 2x6 Rafters 
16” O. C., No. 1 Fir or equal, 2x8 ridge 
board and 2x4 collar beams. Hip roof val- 
ley and hip rafters 2x8 No. 1 Fir or equal. 


1 x 8 Y. P. or Spruce or %” Plyscord at 
Showcase option. 


15# Roofing Felt, 210# Asphalt Shingles, 
26 gauge Aluminum Valley flashing. 


Same as #7, includes Wood Louvre. 
Aluminum Gutters. 

2 x 3 Aluminum with connectors. 
Where plaster is specified. 

Where shown on plans. Optional 


Gutter board, soffit, mouldings, etc., per 
details, all primed. 


Required amount supplied. 


TRIM 

Ready Hung 1%” Flush Type, hardware, 
jambs, casing, stops Ready Hung Bi-Fold 
Doors the same-Modernfold Door per plan. 
1x4 W. P. 

W. P. 

Wood shelves with metal Shelf Supports 
and Closet Rods. 

#1 Common, unfinished excluding kitchen 
and bath-54s” plywood for Bath and Kitch- 
en. No oak or plywood furnished on slabs. 
Semi-thick Fiberglas or Rockwool for ceil- 
ing only. 

Required amount supplied. 

As dust barrier between sub-floor and fin- 
ished floor. 


Moulded handrail for cellar steps including 
brackets. 








Can Make 4 Houses Daily 
(begins on page 62) 





and direct to the owner, in which we 
contract the whole job,” Weber said. 
“We can compete with residential 
builders without losing their friend- 
ship or business. Showcase homes are 
erected by our regular contractor cus- 
tomers. This means a slightly higher 
cost than if we hired our own labor, 
but it builds a much better contrac- 
tor relationship. 

“We firmly believe that the dealer 
sale of the package home is an 
evolutionaly change that appears to 
be the answer to our problems,” de- 
clared Weber. 

Some dealers build the Showcase 
home on speculation; others sell the 
idea to contractors or consumers. But 
in any case, the dealer profits on the 
complete house package, including 
component labor. 

Progress of the Showcase program 
has been carefully eyed by other sash- 
and-door jobbers around the country. 
Many of them would like to prefab, 
but aren’t convinced that their dealer 
customers would accept the idea. 

Like most pioneers, Iron City ex- 
ecutives themselves had many mom- 
ents of doubt, especially during the 
winter lull, and the new operation is 
by no means an assured success—yet. 

“But the springtime orders give us 
re-assurance that our decision to pre- 
fab complete houses for dealer sales 
is a good one,” declared J. Duncan 
Brown, president of one of the fastest 
growing jobbing operations in the in- 
dustry. 

Decision-maker. Iron City serves a 
four-state area, where established lum- 
ber and building materials dealers 
have been heavily-hit by regional pre- 
fab or precut firms, also big cash- 
and-carry retailers. 

Since many of these competitors to 
his retail customers are high-volume, 
well-capitalized companies, jobber 
Brown foresaw that the day of deci- 
sion was coming for many of his re- 
tailer accounts. 

To participate in the new home 
market, it was evident to Brown that 
many dealers would have to obtain a 
branded line of prebuilt homes—in 
other words, use DSC (Dealer Sales 
Control) through a prefab package. 

With the resources of a firm which 
serves 1,500 dealers from six ware- 
houses, Brown decided to offer a 
complete house package, plus mer- 
chandising aids and mortgage money 
assistance. 

A prefabrication consultant was re- 
tained and a design department for 
component plans and prefab houses 
was established. Iron City became a 
distributor for a major built-in appli- 
ance brand and also set up supply 
sources for lumber, roofing and other 
materials they previously didn’t han- 

(Continued on page 66) 
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Jobber’s Prebuilt 
House Goes Up Fast 


PREBUILT GABLE END with hardboard 
siding applied for Showcase model 
122-L goes into trailer of Beatty Mo- 
tors, a Pennsylvania carrier which spe- 
cializes in prefab house transportation. 
Precut parts of Showcase homes are 
laid on trailer floor; all precut mem- 
bers, such as flooring and rafters, are 
numbered for fast erection according 
to plans. 


FLOOR SYSTEM comes to job site with 
the floor joist precut and numbered as 
to position. Grade-marked lumber and 
DFPA Plyscord are used throughout. 


INTERIOR load-bearing partition 
comes to job built up. All other 
partitions are precut, bundled 
and marked as to position. 


SHOWCASE HOUSE at comple- 
tion of one working day. Shell is 
completely erected and tempor- 
ary doors closed and locked 
against theft or vandalism. One- 
day shell erection means that in 
most areas the houses can be 
built throughout the year. 
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Counter Top full 1%2'’ thick; available with or 
without backsplash. 


Portable Block Style “A” with stainless counter 
insert shown. Also Style “B” insert with stainless 
“T” sink frame; Style “C” insert machined with 
Y4"' flange for drop-in positioning. 


Lunch & Serve Board illustrated. Chopping 
Block, Pastry-cutting, Bread and Ham Boards 
also available. 


a 


Write today for free 
copy of this color-tone 
illustrated bulletin list- 
ing specifications and My 


~~ 
sizes for the full line of . f 
Sensenich Woodenware. "OOREiieg 
Stocks of all products 

are on hand ready for 2 Sa 
prompt delivery. Le 


“Oe 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
Circle No. 39 on Handy Cover Card 
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dle. A temporary fabrication shop was 
secured. 

Finally, Iron City’s advertising de- 
partment turned out promotional ma- 
terial on the newly-named Showcase 
homes. Soon Iron City salesmen be- 
gan selling houses along with sash and 
doors. 

Time lag. Brown admits learning 
one lesson during the experimental 
stage: 

“Prefab houses can’t be processed 
as quickly as our regular sash-and- 
door business. The problem is not at 
our plant. We’re set up for fast panel- 
ization and shipment, but there’s a lag 
from the time our salesman sells a 
dealer on the idea until the time the 
package order arrives. 

“Getting land and selling prefab 
homes is still a new business for most 
lumber and materials dealers.” 

The youthful jobber is concerned 
about the possible price breakdown 
on new component roof trusses and 
similar house parts when sold sepa- 
rately from a branded home package. 
(The plant will also be used to man- 
ufacture roof trusses, primecoat doors 
and window units for stockpiling.) 

“I’m a little worried about our plan 
to sell these components on an in- 
dividual basis from stocks,” Brown 
admitted. “We and our dealers would 
be safer if every component sale were 
made a part of a complete house 
package.” 

New way to sell. Two salesmen 
specialize in selling the prefab line 


and follow all inquiries. These men 
and the Iron City sales manager ad- 
vise dealers on land acquisition, mort- 
gage funds, merchandising, model 
homes, etc. 

All regular Iron City salesmen also 
promote Showcase homes, but turn 
the time-consuming work of closing 
a house sale over to the specialists. 

How Showcase merchandising 
works is illustrated in the case of 
Glassport (Penna.) Lumber & Sup- 
ply, which opened a model Showcase 
home last month on a heavily-traveled 
highway near Glassport. 

A 2”x5” newspaper ad pulled al- 
most 1,000 visitors to the model home 
the last week in April. The following 
weekend Glassport ran a half-page ad 
with even greater response. Nine sales- 
people staffed the model. 

Allan Patterson, president of the 
64-year-old firm, said that scores of 
house prospects were gleaned from 
the model home crowds. Salesmen are 
busy following these leads. 

“There’s a crying need for dealers 
to embrace the prefab package for 
lower-cost homes,” Patterson said. 
His Showcase prefab package (one 
model sells for $11,000 without base- 
ment) rounds out his one-stop build- 
ing center service, he feels. 

Patterson has his own crews for 
custom homes in the $25,000-up 
range. The yard is also active in land 
development. 

Franchise plan. Brown expects Iron 
City will eventually franchise dealers 
with protected territories. 

“To get a protected sales area, a 
dealer will need to live up to prede- 
termined volume or other require- 
ments,’ Brown said. “We'll be selec- 

(Continued on page 68) 


sheowease... 30m 


SPLIT LEVEL MODEL in newest Showcase Home, sketched above for jobber's four- 
color promotion piece. All Showcase prebuilt packages feature brands sold by Iron 
City Sash & Door, such as Andersen windows, Marlite and Masonite. 
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“Every nail in this house 


rd 


< 


is a Bethlehem nail” “~~. 


*‘Want to know why? Because Bethlehem nails feel solid when you drive 
them. They go in straight and true. And the heads don’t fly off like some 
of those cheap nails we’ve tried.”’ 

Your local Bethlehem distributor carries all the popular sizes, styles, 
and finishes: bright, blued, cement-coated, and galvanized. Order them in 
easy-to-carry, 50-lb cartons. 

And you can count on fast delivery of farm fence, steel fence posts, 
barbed wire, baling wire, merchant wire, and bolts and nuts. Contact our 
sales office nearest you... or your regular distributor. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 
Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 
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tive of dealers, which we can’t be in 
our regular wholesale business.” 

Brown credits freedom to make 
management decisions quickly and in- 
dependently for Iron City’s early ac- 
tivity in prefabrication. 

“I suspect that most of our sash- 
and-door friends are held back pri- 
marily by their board of directors,” 
he said. “At Iron City, we don’t have 
to report to a board and I can make 
fast decisions. 

f PES “I think other sash-and-door job- 

Used with precision DUO-FAST staples... bers across the country will eventually 
control the house sale through dealers 

as we are doing. It gives both whole- 


@ 
these tackers keep working saler and dealer maximum control.” 
€ 
-.. Or we service them FREE! ogee oo ele 


Product Names Are Announced 


Yes, that’s the deal with Duo-Fast. All your customers do is 
CHICAGO—Two new generic prod- 


keep their Duo-Fast Staple Guns or Hammer Tackers (which 

you supply) on a steady diet of quality Duo-Fasr Staples uct names—insulating roof deck and 
(which you also supply). Under our famous FREE SERVICE nail-base sheathing—have been intro- 
GUARANTEE, your nearby Duo-Fasr Distributor keeps these duced by the Insulation Board Insti- 
tools in top working condition . . . without cost to you or your acto a means of oe these 
customers. They gain time and money—you gain time, money os ere among both manufacturers 
and good will. Insulating roof deck was formerly 


You'll like dealing with DUO-FAST. You’ll like the quality Tack- called roof deck slab. It is a three-in- 


ers... the precision Staples in 5M and 1M packs... the free one component insulation board prod- 
uct which comprises the roof deck 


sales aids. Let us prove it. Send today for the dealer facts... t Toor 
including FREE Bulletin FT-26. structure itself, also effective insula- 
tion and the finished inside ceiling. 

The nail-base sheathing was for- 
merly called “nailable base and high- 
strength sheathing.” It is the newer 
high-density, high-strength insulation 
board sheathing made 2” thick in 
standard 4 x 8 and 4 x 9 sizes. Chief 
advantage is that it allows direct nail- 
ing of wood or asbestos shingles to the 
sheathing with nails recommended by 
the manufacturers. 

Charles M. Gray, Insulation Board 
Institute manager, points out that the 
new generic terms are the Institute’s 
official names for these insulation 
board products recently introduced by 
the IBI member companies. 


Western Pine Standardizes 


NEW S-762 —_—™ y | v, é Dimension Rules, Names 


PORTLAND, OrE.—The Western 


STAPLE NAILER 2 , Pine Association has adopted grad- 


ing rules and grade names for dimen- 


. 1 " %, ' 
drives 1 staples / sion the same as those of West Coast 
If you operate a sash and . Lumber Inspection Bureau. 
millwork shop, or if you - se At its annual meeting the group 

- also approved a testing program by 


do home prefabrication 
work, you'll find the S-762 independent agencies to obtain new 


a real time and money d o strength information to justify equal 
a today for com- oo stresses on all fir, according to W. 
ae eee. ‘ — E. Griffee, newly-named secretary- 
manager. In _ addition, non-stress 
grades and grade names were adopted 
for framing lumber in Western Pine 
woods other than Douglas fir, larch 
FASTENER CORPORATION and hemlock identical with those of 
3754-56 River Road WCLIB making “construction, ° 
Franklin Park, ill standard,” “utility” and “economy 

. ous grades the same regardless of point 
of origin. 





Circle No. 41 on Handy Cover Card June 6, 1960, AMERICAN ‘LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Help your 
customers 
avoid this... 


sell 


protection 
with A 


/ 


Lustracrystal't 


A 


A valuable piece of furniture can be ruined in one careless 
moment. Yet your customers may not think about preven- 
tion until it’s too late. Recommend glass tops — of LusTRA- 
crystTaL — for tables... desks... dressers... vanities... 
breakfast counters. There’s profit in it for you, and great- 
er customer satisfaction ! 

Why LustracrysTAL? Because it has quality that’s easy 
to see and sell. Extra strength and scratch resistance. 
Superb clarity. Freedom from distortion and the dull 
green cast you find in other makes of glass. 


- 


by American-Saint Gobain 


Stoek LUSTRACRYSTAL — together with A-SG’s other fa- 
mous brand sheet glasses : LUSTRAGLASS® and LUSTRAGRAY®. 
LUSTRACRYSTAL comes in 3/16”,7/32” and 1/4” thicknesses. 
It’s ideal, not only for furniture tops, but also for large 
windows — or any glazing that has to stand up to hard 
knocks. See your local independent glass jobber . . . or call 
our district office nearest you. 


AMERICAN-SAINT GOBAIN CorPoRATION, Dept. AL-30 
625 Madison Avenue, New York 22, N. Y. 


AMERICAN-SAINT GOBAIN CORPORATION 


District Sales Offices: Atlanta * Boston * Chicago * Dallas * Detroit * Kansas City, Mo. * Los Angeles * New York * Pittsburgh * San Francisco 
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$55,000 CAPITAL INVESTMENT on behalf of dealer custom- 
ers in component fabrication plant, above, was made by 
Building Material Distributors. Capacity is one house pack- 
age daily. Equipment includes radial arm saw, gusset roller, 
industrial air compressor, air-actuated staple guns, power 
hand saw, fork-lift truck, truss table, panel wall jig floor 


trucks and pallets. 
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FIRST LU-RE-CO HOUSE under ‘‘manufacturer-distributor" 
program of the Building Material Distributors, Rapid City, 
built in Chadron, Neb., by Spelts-Shaw Lumber Co. Chet 
Shaw got the idea and instructions on Lu-Re-Co at wholesalers 
sales school in early March, signed a franchise immediately. 
Dealer just opened a 105-site subdivision in Chadron. 


Dealers Buy Wholesaler's Lu-Re-Co Plan 


Building Material Distributors sign up 32 dealers for fran- 


chised component package plan within 60 days. 


Rapip Ciry, S. D. 

ITHIN 60 DAYS after setting 

up their fabrication plant this 

spring, Building Material Distributors 

sold over 10 homes through fran- 

chised dealers. Fifteen more compon- 

ent home orders were awaiting fabri- 
cation as this issue went to press. 

Reaction of retailer customers has 
been so favorable to the idea of 
wholesaler fabrication of Lu-Re-Co 
(Lumber Dealers Research Council) 
components that general manager 
Don Knecht, predicts that at least 
half of their dealer accounts will be 
signed up as franchised Lu-Re-Co 
dealers by the end of this year. 

“If we distributors and our dealer 
customers do not change our ways 
and develop a component approach 
to housing, we will continue to lose 
a greater and greater share of the 
house market,” Knecht warned. 

The Lu-Re-Co program is described 
by Knecht as a “survival kit” for 
both retailers and distributors. Under 
the plan, Knecht’s firm manufac- 
turers such components as roof trusses 
and wall panels and sells them to 
dealers in small towns. 

Through Building Material Distri- 
butors, a dealer becomes a franchised 
Lu-Re-Co member for only $36.50 
annually. Of that sum, $25 goes to 
the Lu-Re-Co organization and the 
balance is retained by BMD for cata- 
logs, plan books, administration, etc. 


70 


The distributor and the dealer sign a 
“License Agreement for Lu-Re-Co 
Components.” 

Knecht said that the dealer fee 
doesn’t cover the wholesaler’s com- 
plete costs, but it “develops a feeling 
of partnership between the dealer and 
the distributor.” 

The Lumber Dealers Research 
Council will continue, as always, to 
franchise individual dealers who want 
to fabricate their own components. 
But the Rapid City distributor’s pro- 
gram gives the smaller dealer all the 
competitive advantages of prebuilt 
housing without a large manufacturing 
outlay. 

Building Material Distributors is the 
first independent wholesaler to use 
the Lu-Re-Co plan for dealer cus- 
tomers, although several large lumber 
dealers have successfully marketed 
Lu-Re-Co. components to other deal- 
ers for almost a year. 

(An example is NR Homes, an af- 
filiate of Central Lumber Co., New 
Richmond, Wis., documented in the 
September 28, 1959, issue of A. L. 
& Building Products Merchandiser.) 

How plan works. The distributor 
protects the franchised dealer in his 
market. He furnishes necessary cata- 
logs and ordering materials; provides 
sales tools on a cost basis; provides 
advertising aids; furnishes delivery 
service, even erects the components, 


if needed, at an established price; 
helps obtain mortgage financing. 

The structural components, which 
include roof panels, are shipped to 
the dealer for erection on a previous- 
ly-built foundation and sub-floor. 

BMD’s components make possible 
one-day shell erection. Then the deal- 
er furnishes finish materials from his 
own stocks. 

Wall panels can be built to accom- 
modate any exterior type of sheathing 
such as rough plywood, medium den- 
sity plywood, insulating sheathing or 
others, Don Knecht said. 

Every house is built to order, with 
delivery promised in a week to 10 
days. 

“We prefer that the dealer use 
standard Lu-Re-Co house designs, but 
we can convert any house plan to the 
panel system if necessary,” Knecht 
said. 

Franchised dealers use a_ panel 
numbering system when ordering a 
house package. 

“Based on the excellent response 
from our dealer customers, it’s our 
feeling that components made at the 
distributor level will be the spring- 
board for a greatly expanded Lu-Re- 
Co sales program,” Knecht declared. 

(Inquiries about the Lu-Re-Co sys- 
tem should be addressed to Lumber 
Dealers Research Council, Suite 316, 
Ring Building, Washington 6, D. C.) 
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BIG MILL 





Packaged 
Lumber 


e EASY TO HANDLE! « EASY TO DELIVER! 


We specialize in standard and custom packaging of high quality pine boards, 
dimension, special items, paneling, and Royal Oak flooring. Standard package contains 
approximately 1000 feet, strapped. Custom package to your order. 


We deliver HOW you want it, WHERE you want it, WHEN you want it. 


Try Fordyce Quality and Service... 
you'll appreciate the difference! 


FORDYCE, a = Lumber Company 


FORD YCE. ARKAN SA:‘S 
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BARRETT 
BAR-FIRE 


ASPHALT SHINGLES 


only 300* asphalt shingle with 


Here’s the best shingle ever made—and a big sales opportunity 
for you! The new Barrett Bar-Firet. Sell it when your roofer 
customers want the very best—because it is the best. Here’s why: 


@ 300# shingle carrying Underwriters’ “Class A” label. Top fire 
protection through fire-barrier layer of granules and vermiculite; 
long asbestos fibers stop flame spreading. 

@ Giant mineral granules produce an appearance that’s genuinely 
distinctive. Rich, massive, lustrous. 

@ 18” tabs, instead of the conventional 12’’, give ‘“‘Bar-Fire’’ roofed 
homes that long, low appearance—fewer vertical lines! 

@ Multi-layer construction, plus extra weight, spell super weather- 
worthiness, long-life, extra fire protection! 


@ Handsome and popular colors: Snow White, Pastel Green, Pastel 
Gray, Slate Tone! 

@ “Bar-Fire” is a truly prestige shingle. And it’s backed by the 
prestige of the Barrett name—known to you and your roofer cus- 
tomers as the greatest in roofing. For samples and full information, 
call your Barrett representative or contact us direct. 


BARRETT IS OUT TO HELP YOU!...Increase your sales to the roofing trade and home owners 
with an impressive line of building materials—finest in the field. Take advantage of buying 
your building products from Barrett—a single source with an unequalled reputation for quality. 
*« STORM-KING® SELF-SEALING AND OTHER ASPHALT SHINGLES « PITCH AND FELT & 


PRODUCTS * INSULATION « PROTECTIVE COATINGS AND CEMENTS. 


ASPHALT BUILT-UP ROOFING *« FLASHINGS * ROLL ROOFINGS + FIBERBOARD AND GYPSUM Bb 


t Trade Mark Allied Chemical Corporation 
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CROSS-SECTION OF 
“BAR-FIRE” SHINGLE 


Surface layer of giant mineral 
granules, three times usual size. 


Secondary coating of 
asphalt and asbestos fibre. 


Layer of granules 
and fire-blocking vermiculite. 


Primary coating of 
asphalt and asbestos fibre. 


Top quality asphalt-saturated felt. 


Back coating of asphalt 
and asbestos fibre. 


Fine talc surfacing. 


DISTRICT SALES OFFICES: BIRMINGHAM 14, Ala.-1327 p 
Erie St.; CHARLOTTE 1, N.C.-1125 East Morehead St.; ite 
CHICAGO 54, Ill.-Merchandise Mart; CLEVELAND 15, ed 

Ohio-3121 Euclid Ave.; HOUSTON 11, Texas-323 South h emica 
67th St.; MALDEN 48, Mass.-378 Commercial St.; NEW 

YORK 16, N.Y.-261 Madison Ave.; PHILADELPHIA 46, Pa.- BARRETT DIVISION 

36th & Grays Ferry Ave.; ST. PAUL, Minn.-764 Vandalia St. 40 Rector Street, New York 6, N. Y. 


June 6, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 44 on Handy Cover Card 





win RUGS 


HI-HEMLOCK® 


TIMBERS 


also 
End-Matched Factory Flooring 
Teco-Tested Plywood Sheathing 
Beveled Siding 
Lumber for any building need 


Order the big stuff from 

Willamette for straight or mixed 

car shipment. Hi-Hemlock timber has 
long fibers and straight grain, is excellent 
for rugged construction and lasting sta- 
bility. Timbers available in standard and 
specified sizes. Whatever your lumber 
need you can always get it at Willamette. 


44, nN, 4 
VAY NCAA, WILLAMETTE VALLEY LUMBER CO. 
4 4 WILLAMETTE NATIONAL LUMBER CO. 


Dallas, Oregon + MAyfair 3-2351 * TWX 80-U 


Member West Coast Lumbermen's Asseciation 
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“bowling-alley” finish for home floors... 
consumer-proven for 12 years in 
millions of American homes. 


FABULON 


THE 


FLOOR FINISH 


never needs waxing 
or scrubbing 








Backed by consistent national advertising, publicity 

and promotion; sales helps galore: color ifeliel-ta-m 

window banners, demonstration panels etc 
slelmei i iMel-\t- ihm. Agk 0 


PIERCE &STEVENS CHEMICAL CORP. 
710 Ohio St Butfalio 3,N.V 


fam OF. tar. ter! LE PAGE'S, Tor. 18, Ont 
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99 Ways to Sell at a 
Profit Against Cut- 


Price Competition 


Art Hood says ‘Here's a 

book | think you should 

have. It gives you suc- 

cessful answers for when 

the buyer says ‘Your 

price is too high.’ In all, 

this book contains 99 

ways to sell at a profit 

Sicbces oF Edketies against cut-price compe- 

Board, American tition. 

lumberman Magazine More than 4,000 top 

dealers have paid a total of almost $400,000 to 

get this same kind of information, as part of my 
Lumber Dealer Management Workshops.” 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

To order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 





AMERICAN LUMBERMAN 

59 East Monroe Street 

Chicago 3, Illinois 

Please send me copies of ‘99 Ways to Sell at a 


Profit Against Cut-Price Competition.’’ Money to cover 
is enclosed. 


SS 
Company____ 
Pe isi 

NE endincirnaenen 


State_ 
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OIL CLUTCH 
for Lift Trucks 
AWMYSTER EXCLUSIVE 


OIL CLUTCH A HYSTER exclusive—optional on Challenger 


gives up to 10,000 hrs. service — pneumatics—6,000 to 20,000 Ibs. capacity. 


Specify Hyster trucks with Oil Clutch—forget 
about early clutch failure. 


HYS | a > has it | Clutch plates bathed in oil—dissipates heat— 
@ retards wear—prevents dainage. 
Extra smooth inching and engagement. 


Call your Hyster dealer, or write for literature. 


INDUSTRIAL TRUCK DIVISION—Lift trucks, mobile cranes, straddle carriers 


TRACTOR EQUIPMENT DIVISION—Construction and logging equipment HYSTER Cc oO M PA NY 


MARTIN TRAILER DIVISION —Heavy machinery hauling trailers 
INTERNATIONAL DIVISION—Overseas manufacturing, sales and service INDUSTRIAL TRUCK DIVISION 
Danville, lilinois 


Factories: Portland, Oregon (Home Office) « Danville, Ill. « Peoria, Ill, e Kewanee, Ill. P.0O.Box 847 . 
Nijmegen, The Netherlands e Glasgow, Scotland e Sao Paulo, Brazil « Sydney, Australia (Licensee) 
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Wholesaler Prebuilds Wall, Floor, Ceiling, 
Gable Components With Wiring, Insulation 


Union Roofing & Paper Co., York, Penna., is one of first dis- 
tributors to manufacture Homasote components for dealers 
in new ‘'Precision-Built'’ marketing program. 


250 dealers have agreed to sell the plan. Ten component 
house orders were in the shop as this issue went to press. 


It's claimed that the prefabed components can cut builder's 
costs 15%, for a typical house—plus 23 days building time 
—that both dealer and builder can earn a decent profit. 
This is based on volume production by distributors. 


Dealer sends any house plan to distributor-fabricator for 
conversion to the panel system. Completed components are 
delivered to building site. 


YorkK, PENNA. 

HE HOUSE COMPONENTS be- 

ing produced by the Union Roof- 

ing & Paper Co., a leading building 
materials wholesaler, have a 24-year 
history—although the Union fabrica- 
tion plant opened only two months 


ago. 

In 1935, the Homasote Company of 
Trenton, N.J., manufacturers of the 
branded drywall material of the same 
name, designed and built its first house 
components. They were large, room- 
sized panel sections based on the 
Bemis 4” module, a principle which 
is still used in the Homasote “Preci- 
sion-Built” components made by Un- 
ion Roofing & Paper today. 

Since that pioneer year, Homasote 
engineers and management have been 
perfecting their components, spending 
an estimated $500,000 in research. 

Sales of Homasote board are cur- 
rently above capacity, but company 
executives expect their components 
will be sold by retail dealers through- 
out the country. The problem with 
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components is not technology, they 
explain, but marketing. 

The years of research led to re- 
jection of centralized prefabing for 
nation-wide component shipments. 
They found that centralized prebuild- 
ing freezes design of houses to simple 
patterns and involves uneconomic 
transportation costs. 

Furthermore, the average building 
materials retailer doesn’t serve a large 
enough market to prefabricate effici- 
ently, the Homasote people decided. 

The logical fabricator, Homasote 
concluded, is the regional wholesaler 
—the firm which can serve at least 
100 dealers with structural compo- 
nents. 

F. Vaux Wilson, Jr., vice-president 
of Homasote, explains the decision 
this way: 

“We learned that, within reason, 
the larger the components and the 
bigger the panel material covering 
them, the more efficient was the op- 
eration. Also, the fabrication plant 
turning out the components must have 
continuous production. Therefore, we 
concluded that fabrication must be 
done at the distributor level. 

“The distributor buys most building 
materials to better advantage than the 
dealer, and carries carload inven- 
tories. He operates with an overhead 
about one-half of his retail customers. 
But, most important, he is in a posi- 
tion to service all the dealers within 
an area of 100 miles.” 


Pilot plant. With the marketing de- 
cision made in favor of distributor 
fabrication, Wilson and his associates 
set out to convince the company’s 
wholesalers to do the job. 

Most of the distributors were in- 


FIRST HOUSE built from components made in fabrication 
plant of Union Roofing & Paper Co., wholesaler, shown above 
directly after panels were erected. Layout plans for this 
house are reproduced on a following page. Tom Ream, presi- 
dent of Union Roofing, said that local building inspector 
thought it was finest construction he had ever seen. 





terested, but hesitant. 

“Will dealers really buy the pre- 
built components?” they would ask. 

Then came Tom Ream. President 
of Union Roofing & Paper Co. in 
York, Ream has a reputation among 
dsitributors as a gambler—and as the 
dynamo behind one of the fastest- 
growing and most profitable whole- 
saler operations in the industry. 

Intrigued with Wilson’s plan and 
vision, Ream talked to his dealers 
and thoroughly investigated the ex- 
tent of prefabing in his territory. 

It didn’t take Ream long to decide 


that prebuilt housing was rapidly cut- 
ting into the new home business of his 
lumber dealer customers. And it 
didn’t take long for him to decide 
that he would build the first distribu- 
tor plant for the Precision-Built pro- 
gram. 

He made up his mind a year ago. 
Less than 10 months later, the saws 
were whirring and components began 
to take shape. Another wholesaler, 
Robbins Sash & Door Co., of Ithaca, 
N.Y., is also making P-B components 
for dealer sales. Several distributors 
in the Midwest plan to get into pro- 


PARTIAL VIEW of Union Roofing & Paper Co. house fabrication plant in York, Penna. 
Lumber cutting lines are located out of sight, at right below. Precut materials then 
are rolled to jigs for wall, roof, ceiling and floor assembly. Overhead monorails 
have been installed since picture was taken. Plant will employ crew of 25 when in 
full production. See next page for pictures of individual machines and jig operations. 
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The Component Secret 


F. Vaux Wilson, Jr., who directs Homasote’s am- 
bitious component program, often refers to volume as 
the “secret” of house fabrication success. He says: 

“A saving of 4% is possible over field construction, 
if a shop can turn out one house a day. Twenty houses 
would increase that to 12%; 40 per day to 20%; 60 per 
day to 28% and so on. These figures are based on 
actual experience. 

“It’s the lost time that eliminates the saving for a 
dealer when he is fabricating for himself. If you have 
shop facilities for just one house a day and you are 
shut down for couple days a week, you just can’t com- 
pete.” 

Wilson cites a project of 5,000 Precision-Built com- 
ponent homes built in Portsmouth, Va., in five months 
time. 

“The contractor’s costs went down 28%. From the 
time the surveyors located the piers until the roof was 
on was a matter of 78 minutes. These are facts.” 
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PANEL PLAN AND LAYOUTS for the first house to use 
Precision-Built components made in the Union Roofing & 
Paper Co. fabrication shop are shown above and on the 
facing page. The components for this house can be seen in 
the shop picture on page 80, this issue. House has almost 
2,000 square feet of living area. 


CIRCLED FIGURES on the plan above refer to the wall 
panel blueprint numbers and dimensions. Component lay- 
outs such as reproduced at right are made for each house 
going through the Union production line. 


CUSTOM HOUSE PLANS are converted to component 
system, using the Bemis 4” module. Overall dimensions of 
a plan needn’t be changed more than 2 inches, one-half of 
the module. The architect or draftsman simply draws all 
walls 4” wide and spaces them in multiples of 4” apart. 





Panel details. P-B components are under-flooring 


each individual 


feet, include joists, headers, insulated 
and 
25/32” hardwood flooring for non- 


and insulated sheathing. 

Dealer reaction. Robert Ream, 
speaking for Union Roofing, told 
A.L. & Building Products Merchan- 


factory-finished 


house plan. The panels are shipped 
directiy from Union Roofing to the 
house site. The homeowner gets what 
he wants; the architect has no design 
limitations imposed upon him. Homa- 
sote engineers have created a library 
of panel blueprints, which allow each 
fabricator to convert any house plan 
with ease. 

P-B floor components, normally in 
large sections of about 100 square 
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slab houses. 

The exterior wall components have 
either the sheathing and/or exterior 
finish applied at the factory and 
Homasote sheets on the interior. 

The interior partitions come with 
the same drywall on both sides. Wall 
components are generally room size. 
Ceiling units combine joists and 
Homasote panels. Roof components 
are made up of rafters, ridge, eave 


diser that more than 250 retail deal- 
ers have promised to try the compo- 
nent plan. 

Seven wholesale salesmen, under 
sales manager William Field, are pro- 
moting the program to the 1,000 deal- 
ers in Union’s market, 100-mile ra- 
dius from York. Missionary promo- 
tion to dealers is also being done in 
the area by Homasote sales execu- 
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tives. An engineer-salesman has been 
hired by Union to help dealers with 
construction of the components. A 
film made at the plant also helps in 
the educational task. 


As the program grows, it might 
need a separate sales division, Robert 
Ream believes. 

For the present, there is no signed 
agreement needed for a dealer to use 
the component plan. A house plan is 
simply sent to Union Roofing just like 
any other wholesale order. 


Under direction of architect Tom 
Myton, a panel floor plan is drawn 
for the dealer’s house design. Pre- 
engineered blueprints of various panels 
are used for production. 

The components are shipped to the 
building site. The dealer pays the 
wholesaler for the components in his 
usual payment fashion. So far, the 
average component package runs 
about $2,800, according to Robert 
Ream. This is for a 1,000 square-foot 
house. 

Union Roofing and Paper Co. will 
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assist any dealer to secure mortgage fi- 
nancing for homes in which P-B com- 
ponents are used. Sales aids for pro- 
moting the P-B house line are also 
available to dealer customers of Un- 
ion Roofing. 

Ten house orders were awaiting 
production in the Union plant as this 
issue went to press . . . A favorable 
beginning for a plan that meets the 
changing marketing conditions for new 
homes. 

(Turn page for Union Roofing 
& Paper Co. fabrication pictures). 
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Wholesaler’s Precision Built Components (Begins on page 48) 


Being 


PRECUTTING is first step in Union Paper fabrication plant, York, Penna. Above, 
ceiling rafter members are positioned for cutting on Uni-Point radial saw. 
Members are then placed on dolly nearby and rolled to the ceiling jig, ready 
for assembly. Lumber for certain sub-assemblies are precut in volume and 
stockpiled. 


BLOCKS WITH SCREWS save measuring 
time on cutting line. Holes are positioned 
every 2 inches as marked on backboard. 
Blocks are reversible; block shown is 2” 
on one end, 2-3/16” on other end. 


MULTIPLE BORING, four drills operate 
simultaneously. Black & Decker drills are 
connected by pipe frame designed by 
Union Roofing & Paper Co. 2x1 floor 
section borders are being bored above. 


FLOOR PANEL FABRICATION. 
Rafters are placed in section at 
left above, while finish flooring 
is applied on right section, over 
applied Homasote sheets. The two 
sections then butt together. The 
connecting piece of flooring for 
section joints is shipped loose, pre- 
marked for site application. Pan- 
els are made to 4” multiples. At 
rear is stack of completed floor 
sections. Average floor panel 
weighs 900 pounds. There's usu- 
ally one small floor panel in each 
house package for closure, which 
takes up creepage. Black lines on 
platform jig indicate 16” o.c. 
measure. Homasote sheets are 
piled atop completed units to pro- 


CLAMPING DEVICE, which determines 
pitch in roof section jig, is shown by 
plant superintendent Dave Cassell. Blocks 
are adjustable to length of roof. Setup 
for 4-12 pitch is pictured. 
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CONTROL POINT on ceiling panel jig 
automatically sets kickplate into proper 
position and controls pitch. The 2x3 
kickplate butts against members. Each 
pitch has a different kickplate guide. 


tect finish flooring. 
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HOMASOTE SHEETS come in from 
overhead door entry on fork lift 
truck, are placed on dolly and 
lifted to vertical Bennett saw, 
which has special framework to 
accommodate 8’x14’ sheets. After 
being cut to size, sheet goes on 
A-frame dolly, load is rolled to 
panel fabrication area. Last piece 
of Homasote board is first to be 
fabricated on panel. 


GLUE IS APPLIED on the framework. 
Then Homasote sheets are laid and 
chalked for stapling, as shown right 
above, from center outward. Firm will 
soon get new air-pressure nailing ma- 
chines. Siding can be applied at plant. 


WALL PANEL JIG can accommodate com- 
ponents up to 21 feet wide. Pre-assem- 
bled sub-component above is dropped 
into place for wall section. Completed 
wall panels have insulation, wiring in- 
stalled at factory. 
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Massachusetts home modernizer reports: 


ALCOA ALUMINUM GUTTERS PAY OFF 


“The Alcoa system is by far the most superior ready-made 
aluminum rain-carrying system available today!” 

That’s Mr. Gordon I. Erikson, president of Iver J. Erikson, 
Inc., talking. He should know. Erikson, Inc., Worcester, Mass., 
is probably the oldest home modernizing company in the United 
States. The company has been successful for over 80 years. 

Mr. Erikson says: ““We’re a full-line company. We added 
Alcoa Aluminum Downspouts and Gutters last year—with 
immediate success and profit. Homeowners are quick to recog- 
nize the value in that Alcoa name—they know all about this 
system—and frequently tell us they’ve seen Alcoa Aluminum 
equipment advertised. 

“We sell service and quality. Always have. Always will. 
So, Alcoa Downspouts and Gutters make a natural addition 
to our line. They go hand in hand with a new aluminum siding 
job or new roofing. They’re the easiest of all systems to install 








—they’re the strongest, the best looking, and have the most 
satisfactory joining method. We’ve had no real hanging 
problems, no serious call backs.” 

Mr. Aldo P. Martin, vice president of sales,adds,““Remember, 
too, that this section of the country is noted for long, hard 
winters, rough on any system. The ‘free-floating’ features of 
the Alcoa system provide the perfect answer to critical expan- 
sion and contraction problems. This system takes the worst 
ice and snow loads I’ve ever seen in Massachusetts—and, 
because it’s light and easy to handle, we’re able to work through 
most of the year!” 

Large praise, indeed. Would you like to find out about the 
value, quality and year-round profits built into Alcoa® Alu- 
minum Gutters and Downspouts? Call your nearest Alcoa 
sales office today .. . or send the coupon to: Aluminum Com- 
pany of America, 1884-F Alcoa Building, Pittsburgh 19, Pa. 


Mr. Gordon Erikson, president of Iver J. Erikson, 
Inc., makes a personal inspection of a home his 
crew has equipped with Alcoa Aluminum Gutters 
and Downspouts. 


i 
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NEW PREPAINTED 5-IN. SYSTEM comes in white 
enamel, roller-coated uniformly onto bonderized alu- 
minum and baked to a tough, lasting finish. 


ALL YEAR-ROUND 


NEW COMBINATION HANGER speeds installation 
on both replacement and new construction; “‘free-float- 
ing” principle allows expansion and contraction. 


Mr. Erikson, president, and Mr. Martin, vice president, 
go over sales strategy, discuss Alcoa’s advertising and 
promotion assistance. 


NEW 4-IN. BOX-TYPE SYSTEM costs less, yet fea- 
tures the same 20 per cent thicker alclad metal of the 
5-in. system, installs just as quickly and easily, has the 
same full accessory line. 


Alcoa sales engineers have often stressed the exclusive, 
easy-to-sell features of the Alcoa system at Erikson’s 
regular weekly sales meetings. 


For exciting drama watch 
“Alcoa Presents” every A Loc OA. 
Tuesday, ABC-TV, and 


“Alcoa Theatre” alternate GUTTE RS AN D 
Mendays, NBC-TV DOWNSPOUTS 


mMaAaOE BY ALCOA 





Aluminum Company of America 
1884-F Alcoa Building 
Pittsburgh 19, Pa. 





Please send me detailed information on Alcoa rain-carrying 
equipment. | am also interested in learning more about 
Alcoa's advertising and promotion assistance. Inciude the 
name of nearest distributor. 


Name 


Address 
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Says Sellout Necessary to Guarantee Land Profit 


“Unless a dealer completely sells all houses and lots in each development, 
he hasn’t made a penny even though the books may show a profit,” cautions 
Mark Hailey, executive vice-president, Forrest Lumber Co., Lubbock, Tex., 
pictured at right with bulletin board indicating Forrest operations. 

Active in land development for about 20 years, the Texas firm has learned 
from its mistakes. 

“Let’s take a dealer who owns and develops a project and sells only two- 
thirds of it,” added Hailey. “That dealer hasn’t made any profit at all. Some- 
times he may have lost money. 

“Any dealer who enters the field of land development must plan very 
carefully toward his ultimate profitable goal of a complete sellout. All plans 
must be geared to reach this sellout.” 

Forrest Lumber buys both raw land and developed lots. Among its four 
major housing developments in Lubbock, headquarters of the lineyard or- 
ganization, is an urban renewal and development project for Negro housing. 

Other active land developments by Forrest Lumber outside Lubbock are 
those in Seminole, Seagraves, Andrews, Snyder, Lamesa, Slaton, Post and 
Plains, all in Texas, in addition to some activity in New Mexico and Okla- 
homa. 


The ABC's of Land Development—Part 3 


DEALER SALES CONTROL 
(See Page 5) 


Key Money Sources To Tap 


In this second of two articles on land financing, the author ex- 
amines the common financial instruments and tells how to use 


them. 


Among the important new money sources developing are: 
1. Federally-chartered savings and loan institutions 
Pension and welfare funds 


z; 
3. Co-op investing groups 
4. 


The land trust 


By Robert O. Harvey 
Professor of Finance 
University of Illinois 


HE COMMON FINANCING in- 

struments used in tract develop- 
ments are: cash, options, land con- 
tracts, mortgages, leases, stock certif- 
icates and trust certificates. 

“Cash” is mentioned as a financ- 
ing device because it is almost im- 
possible to engage in any kind of a 
development program without putting 
in some personal capital. Personal 
investment may be minimized by 
careful planning, but developer’s 
equities frequently range from 20%- 
30% of the necessary total capital re- 
quirements. 
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“Options” are contracts on a pros- 
pective purchase of land. The seller 
agrees that the buyer may have a 
given period of time to decide to 
purchase a parcel of land under set 
terms. If the buyer notifies the seller 
within the period of the option that he 
wishes to exercise his rights, the op- 
tion becomes a contract for the sale of 
land. If the buyer does not exercise 
his rights, the amount paid to the sell- 
er for the option is retained by the 
seller. 

There is no standard price for op- 
tions. Local customs may vary, but 
options usually are sold on the basis 
of the bargaining of the buyer and 
seller and may range from a token 
amount such as $50 to a substantial 
sum like 20% of the purchase price, 
which would give high promise that 
the rights would be used. 


“Land contracts” are contracts for 
the sale of land under which the title 
of the land is retained by the seller 
until the buyer has fulfilled his com- 
mitments. Land contracts are very 
common in land development pro- 
grams. 

Sellers frequently agree to sell their 
land to developers and permit them to 
install streets and sewers, even before 
title is passed. In the event that the 
buyer defaults on the contract, the 
land still belongs to the seller. 

“Rolling” contracts are land con- 
tracts which carry options for the pur- 
chase of additional land owned by 
the seller; the completion of one con- 
tract purchase entitles the buyer to an 
option on additional tract of land. 
The rolling contract permits a de- 
veloper to control many more acres 
of land than he currently has under 
development without a large capital 
investment. 

Before subdividing. “Lease and re- 
lease” is a financing device used in 
some areas to control land in advance 
of the time it is needed for subdivid- 
ing. The land is simply put under 
lease at a rent frequently set as a 
percent of the value of the land for 
subdivision purposes. The owner may 
continue to use it or the subdivider 
may become a “farmer.” 

Sometimes the lease allows for cur- 
rent development with the right of 
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purchase and release from the lease 
upon the payment of a specified sum. 

“Mortgages” are the most common 
of all the financing instruments. The 
informal reference to the “mortgage” 
fails to identify the two instruments 
typically involved in a credit trans- 
action secured by a pledge of land. 
In a mortgage transaction there is a 
debt usually evidenced by a note; the 
mortgage is a secondary instrument, 
which establishes claims against real 
estate offered as security for the debt. 

Several types of mortgages appear 
in land development financing. The 
simplest kind is the “first” mortgage 
on a single tract of land. The mort- 
gage with the highest priority of claim 
against the land is the first mortgage. 

“Second” mortgages appear fre- 
quently in land purchasing. In these 
cases the holder of the mortgage 
agrees to permit another claim ahead 
of his. The situation is usually this: 
the seller accepts a partial payment 
for his land and a note for the bal- 
ance due secured by a claim against 
the real estate sold. 

At this point, the arrangements 
provide a purchase money first mort- 
gage, a mortgage with the highest 
priority of claim possible. The pur- 
chaser would probably be unable to 
borrow to finance the construction of 
streets and sewers unless he could 
pledge the land for that purpose; con- 
sequently, it is common for the seller 
to agree that his mortgage may be 
made subservient or “second” to 
another claim to secure a loan for 
developmental! or, possibly, building 
construction purposes. 

Mortgages used in land acquisition 
and development of land usually have 
release features, which permit parts 
of the total tract to be released from 
the claims of the mortgage upon the 
payment of specified amounts. 

For example, a loan for the de- 
velopment of a platted but unim- 
proved tract might be secured by a 
“blanket” mortgage covering all lots 
in the subdivision. 

Assume that the tract includes 100 
lots and the loan is for $200,000. The 
release price on each lot might be set 
at $2.500 which would mean that the 
loan would be completely repaid by 
the time that 80 lots had been sold. 

A single parcel of land might have 
been covered by four or more mort- 
gages while being converted from 
farm land to an improved urban 
property. 

It could work this way: a seller 
takes a mortage, which is superseded 
by a mortgage required by a bank to 
finance the development of the site. 
Both these loans are paid from the 
proceeds of another mortgage loan 
obtained to finance the construction 
of a building. The construction loan 
mortgage is finally replaced by the 
long-term mortgage loan, which the 
home buyer obtains. 

Stock certificates. Stock certificates 
are issued by corporations to individu- 
als who purchase the ownership rights 


(Continued on page 86) 


ows How 
Land Financing Works 


A hypothetical case illustrates how a specific project cor- 
poration might work. A corporation is formed to develop a 
particular sector of what is expected to be a large-scale, long- 
term development. 

The area which corporation “X” wishes to develop will 
accommodate 75 lots. “X” contracts with the land corpora- 
tion, “L” to buy from it the desired sector on which the land 
company will make the site improvements. The bargaining 
between the two is presumed to be at “arm’s length” and the 
accounts of the companies are completely separate. 

“X” lets a building contract for model houses to the build- 
ing company “B”, which also is independent of “X.” The 
sales company, “S”, is engaged to hold open houses and 
make the sales and generally promote the activity. 

Additional building contracts are let after the open house. 
Assume that the initial sales campaign produces orders for 
20 houses and that additional promotional events are held 
to create sales. 

The operational capacity of “B” is between 25 and 30 
houses per year so the work load is scheduled accordingly. 

The net income to “X” on each of its completed deals is 
slightly more than $2,000. 

Assume that “X” begins its life February 1, 1954 and 
that its last sale is closed June 14, 1957. Its fiscal years 
and annual sales were: 


February 1, 1954 to August 31, 1954 12 houses 
September 1,1954 to August 31,1955 ....... 24 houses 
September 1, 1956 to June 14, 1957 11 houses 


September 1, 1956 to June 14, 1957 11 houses 


The first fiscal year was closed at the end of seven months 
in order that the first year’s net income would be less than 
$25,000, the breaking point between the 30% and 52% 
corporate tax rates. The tax and retained earnings schedule 
of “X” follows: 

Ist year Profit 

Tax 

Retained Earnings ......$17,010 
2nd year 


Retained Earnings 
3rd year _— Profit $56,500 
Tax $24,780 
Retained Earnings 
4th year Profit $22,200 
Tax 
Retained Earnings $15,540 

The average tax rate on the corporate income was 37% 
and the corporation accumulated retained earnings of $93,- 
954, less than the permitted $100,000. The corporation 
was dissolved shortly after it had completed its program 
and the reserves distributed to the stockholders. The stock- 
holders were taxed at capital gains rates or 25% on the 
final distribution. 

The multi-corporate arrangements described above 
have both business and tax advantages, but the business 
reasons for their use must be present, otherwise the tax 
status of the corporation will be lost. The arrangements 
are complex and require very careful planning, but their 
careful use can increase the efficiency, spread the risks and 
aid in attracting both equity and creditor capital. 
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LAND DEVELOPMENT 
(begins on page 84) 





in the corporation. The corporation is 
more and more being used to effect 
land development and attract equity 
investments. The laws of the various 
states cover the formation of corpora- 
tions and the issuance and sale of 
stock by them. 

Stock sales must be cleared with 
the appropriate state agency, usually 
the secretary of state. If stock is to 
be sold in interstate commerce or if 
the company is to engage in inter- 
state commerce, which is usually not 
the case for a land development op- 
eration, the sale of stock must be reg- 
istered with the Securities and Ex- 
change Commission of the United 
States. 

Once issued, the transfer of stock 
between individuals is accomplished 
by a simple assignment; however, one 
trading in securities should become 


Te 


familiar with the laws regulating se- 
curity transactions. 

The trust certificate or certificate 
of beneficial interest is an instrument 
indicating the claims of a beneficiary 
in a trust. In trusts which are organ- 
ized so that the beneficial interests are 
salable, the mechanics of selling trust 
certificates are very much like those 
for the sale of stock. In some cases 
trust participations are regulated just 
as stocks, but in some cases trust 
participations are as unregulated as 
partnership agreements. 

Installment contracts. The amount 
of personal capital necessary depends 
upon the skill the promoter has in 
attracting and combining the many 
kinds of financial sources and aids 
available. 

Land sellers are frequently willing 
to give financial assistance to sub- 
dividers because it is not uncommon 
that the sellers would prefer a deal in 
which large sums of cash are not paid 
to him at any one time. 

The installment contract with less 
than a 30% payment in the year of 
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Loans For Land Development From S&L Associations 


OTH STATE and _ federally-char- 

tered savings and loan institutions, 
although bound by quite stringent regu- 
lations, are empowered to loan money 
for land development. 

The loan provisions for land develop- 
ment by federally-chartered s&1 institu- 
tions were part of the Housing Act of 
1959. The provision is so new that it 
will be some time before experience in- 
dicates how it works and to what ex- 
tent it will be used. However, several 
associations have already made experi- 
mental loans. 

To acquaint their members with the 
land development loan provisions of the 
federal Housing Act, the U. S. Savings 
and Loan League has issued a 20-page 
special Management Bulletin. 

Prior to making a loan, the member 
association must secure a written. report 
on the credit standing and financial 
ability of the applicant to undertake and 
pay off the obligation. 

Other provisions: the loan will be 
secured by a first lien on land in fee 
simple; the land must be located within 
the association’s regular lending area; 
the loan must be repayable within three 
years; the amount must not exceed 
60% of the value of the real estate se- 
curity prior to the commencement of 
the development plus 60% of the cost of 
the development. 

State activity. Many state-chartered 
savings and loan associations may also 
loan money for land development. How- 
ever, in some states, Michigan for ex- 
ample, it is necessary for the associa- 
tion to acquire and take title to the 
land. 

In Bay City, Mich., the Mutual Sav- 
ings and Loan Association has developed 
several subdivisions. 

“Our policy has been to develop and 
sell improved lots to contractors and 
lumber dealers,” explains L. H. Cook, 
executive vice-president. “We have 
maintained strict control of the type of 


homes built. However, we have permit- 
ted any reliable builder or lumber dealer 
to participate in the construction and 
supplying of materials. 

“We are not in competition with them 
in the construction business. We provide 
an outlet for their material and we ob- 
tain the home loans created. Indirectly, 
our land development program has- 
been a benefit to every retail lumber 
dealer in Bay City. 

“Among the lumber dealers to whom 
we have sold improved residential lots 
are Westover-Kamm Company, H. 
Hirschfield Sons Lumber Co. and Press- 
ler Lumber Co.” 

Several Illinois-chartered savings and 
loan associations have made loans for 
land development. For example, four 
such institutions in the last two years 
have made possible the purchase of over 
2,000 lots on an installment basis with 
funds paid out for the actual purchase 
of approximately 600 lots. 

Of the 600 lots purchased, the buyers’ 
equity was less than 50%; the balance 
was financed by the savings and loan as- 
sociations. Experience in the Illinois 
cases have shown, as in the example 
above, that financial help is needed only 
in the early stages of development. As the 
sales program develops, the subdivision 
can carry itself and will no longer need 
outside financial help. 

Builders protest. The Home Builders 
Association of Illinois is protesting land 
activity by s&l associations. It will seek 
legislation to bar such activity, contend- 
ing that this is a specialized and some- 
times speculative venture best handled 
by professional builders. 

One Chicago institution has purchased 
80 acres for development into 250 sub- 
urban home sites. A builders’ spokes- 
man said that instead of participating in 
building and developing activities, the 
s&l associations should be empowered 
to make 90% loans to qualified builders 
for land development purposes. 
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the contract permits the seller to pro- 
rate his tax payments over the life 
of the contract and may reduce his 
taxes; consequently, these are very 
common. 

Sellers of large tracts sometimes 
are willing to settle for lifetime pay- 
ments to elderly owners to whom a 
cash payment would be more of a 
burden than a benefit. 

Credit deals with sellers are tailor- 
made to fit the requirements of both 
parties and are typically part of land 
purchase programs. An outright cash 
purchase is probably an “unusual” 
transaction. 

Financial institutions important in 
subdivision financing are commercial 
banks, life insurance companies, sav- 
ings and loan associations, mortgage 
companies and, in some areas, mutual 
savings banks. 

The commercial banks provide 
open lines of credit to developers, site 
improvement loans and construction 
financing. Many large banks are also 
important sources of FHA-VA mort- 
gage loans for the final buyer. The 
banks have been most active in pro- 
viding production credit, however. 

Lending authorities vary with char- 
ters, but whether loans may be made 
on raw land or not, the typical practice 
by banks is to make developmental 
loans secured by the general credit of 
the borrower, other assets of the bor- 
rower and a mortgage on the land to 
be improved. 

Life insurance companies are char- 
tered in the several states and have 
sharp differences in their lending au- 
thorities. They operate through branch 
offices, local agents and mortgage 
companies. Their standard participa- 
tion is the provision of mortgage loans 
to buyers, but many life oo 
are active in site preparation financ- 
ing. Life companies are also the 
prominent sources of FHA-VA loans. 

S&L associations. Savings and loan 
associations lead in the home mort- 
gage lending field and are the champ- 
ions of conventional financing. They 
do considerable construction financ- 
ing in some areas and modest amounts 
of site preparation financing. 

Their direct role has been that of 
providing long-term financing to buy- 
ers and they will probably continue 
to be the most important of the home 
mortgage lending institutions, special- 
izing in liberal conventional loans. 

Mortgage companies are primari- 
ly service agencies for other lenders. 
They distribute the real estate invest- 
ment funds of nationally prominent 
life insurance companies and large 
banks. The mortgage companies may 
provide any kind of real estate fin- 
ancing, but their activities are .a re- 
flection of the attitudes of the lend- 
ers for whom they make and service 
loans and of the credit policies of 
commercial banks which supply them 
with working capital. 

Mutual savings banks are concen- 
trated in the eastern part of the 
United States, but they have been im- 
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ANNOUNCING 
another new product 
from Alsynite 








NEW RIDGEWAY MEANS MORE BUSINESS! 


Ever since Alsynite introduced the first translucent 
fiberglass panel, new profit opportunities have been 
opened to building material dealers. And now the 
new Ridgeway panel offers an entirely new shape 
designed especially for patio roofs, gives an inter- 
esting textural effect. Market tests have proved 
the Ridgeway appeals to more customers. And 
because of their unique shape, these new Alsynite 
panels provide better drainage and prevent leak- 
age with minimum pitch. The Ridgeway contains 
Alsynite’s exclusive Filtron 25 to block heat and 
is available with Superglazed surface to resist 


erosion. Guaranteed in writing to maintain color, 
strength and surface for 10 years. 


slsynite 


FIBERGLAS 


ALSYNITE COMPANY OF AMERICA, Dept. AL-60, San Diego 9, Calif. 
Send me full information on Alsynite Ridgeway Panels. 

NAME 
COMPANY 


ADDRESS 
CITY STATE 


Plants in California, Ohio and New Jersey. Distributors in principal cities. 
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REGIONAL OFFICES: Albany, N.Y.; Atianta, Ga.; Chicago; Columbus, 0.; Denver; Houston; Kansas City, Mo.; Paterson, N.J.; St. Petersburg, Fla.; San Diego, Calif.; Seattle, Wash. 
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WILL NOT SHRINK! 
STICKS AND STAYS pir 
nent aang, 


The PLASTIC Repair Material 





(Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wooed or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham’s Rock- 
Hard Water Putty 

ives you by far the 

st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. * Packed twelve 1-lb. cans or six 
4-Ib. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


in POWDER Form 
Circle No. 51 on Handy Cover Card 





Can Be 
Reused 
Indefinitely 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work, This popular 
and profitable item 


is 


18”, 24”, 30”, 36” 
and 42” sizes. 


SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Easily secured 
to lumber— 
can be nailed 
every 1” OC. 


“1” beam design 
drives easier, 
holds best 


Hi-Carbon 
Alloy Steel 
tough to bend 


available in 12", Senna pete 


with minimum 
deflection 


Simons 


< 
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SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, Ill., Dept. F-O 
Please send complete deoler price information 
on your STEEL STAKE, 


Name. 





Firm 








Address_ 


City. Zone__State__.. 
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portant in the FHA-VA markets. In 
the areas where they are located, 
they grant other kinds of financing 
but their national participations have 
been largely in home mortgages. 

Pension and welfare funds have 
not been active in real estate finance, 
but there is some evidence that they 
may be interested in mortgages. They 
are not expected to become national- 
ly prominent as real estate financiers, 
but local funds can be helpful. 

The rise of syndicates in recent 
years points up the desire of many 
investors to invest small sums in spe- 
culative activities. The stock market 
does not accommodate all who wish 
to speculate and real estate invest- 
ments are often cumbersome or pro- 
hibitive. The real estate corporation, 
trust or syndicate, is a medium for 
the risk taker who wants small doses. 


Securities specialist. The distribu- 
tion of securities is ordinarily handled 
by specialists in investment banking 
and security brokerage. The securities 
business is not limited to Wall Street; 
in fact, very few communities of any 
size at all are without the services of a 
securities specialist. Privately-organized 
and closely held syndicates are fre- 
quently organized by real estate spe- 
cialists. 

Small-scale equity investments are 
gaining in popularity and closely held 
issues are an important source of cap- 
ital for the land developer. 

Sales of lots and houses on con- 
tract to would-be owners are supple- 
mentary sources of funds for subdi- 
viders. Downpayments made by buy- 
ers become the property of the de- 
veloper and can be very significant in 
the capital picture. 

Finally, with respect to credit 
sources, the lumber dealer is un- 
doubtedly alert to the use of other 
suppliers and subcontractors as credit 
sources because the lumber supply 
firm over the years has been one part 
material supplier and one part finan- 
cial institution carrying the financial 
burdens of the building industry. 


Financing examples. The various 
instruments, techniques and sources of 
funds can be combined in several dif- 
ferent ways to satisfy practically any 
set of circumstances in which a de- 
veloper finds himself. The main tasks 
in financing are to determine the 
capital requirements of the project 
and the standards of lenders, investors 
and land owners and then coordinate 
them. 

Here are some illustrations of fi- 
nancing plans, which suggest ways in 
which land development has been un- 
dertaken and financed: 


1. The Simplest Case of Financing 
Site Improvements: Personal Capital, 


Line of Credit and Land Develop- 
ment Loans. 

If there is such a thing as a stand- 
ard arrangement for acquiring land 
and financing its improvement, it 
probably is the type of deal in which 
a business man with a good credit 
standing contracts to buy a tract of 
land in installments and borrows on 
his personal credit to finance the im- 
provements. 

The land might be purchased out- 
right in small parcels with the right 
to purchase additional parcels. The 
purchase might involve a purchase 
money second mortgage. The costs of 
site improvement are frequently fi- 
nanced in part by short-term (some- 
thing less than one year) loans ob- 
tained from a financial institution. 

Life insurance companies and sav- 
ings and loan associations usually will 
make loans of 50%-60% of the cost 
of the improvements on the security 
of the land to be improved, but it is 
common for the developer to pledge 
personal resources to supplement the 
assets of the borrowing entity so that 
100% loans secured by both the land 
to be developed and the assets of the 
borrower are fairly common. 

Banks, for the most part, either 
cannot or will not lend on the security 
of unimproved land; therefore, site 
improvement loans made by banks 
usually are based on the personal cred- 
it rating of the borrower and a mort- 
gage on the land is thrown in for good 
mearure. 


2. Land Acquisition Through the 
“Lease and Release.” 

The subdivider prepares a subdi- 
vision plan which is accepted by a 
land owner. The owner records the 
subdivision increments as the land is 
ripe for development. The developer 
takes a lease on the recorded tract 
and an option to purchase lots within 
the leased tract. The developer is al- 
lowed to make site improvements. 
When houses are to be built upon the 
lots, the owner conveys the lots to the 
developer in return for a note for the 
purchase price. 

The lot price is paid from the pro- 
ceeds of the first construction loan 
pay-out on the building. The develop- 
er is expected to purchase a minimum 
number of lots per year; at a speci- 
fied accounting date, say eight months 
or a year after the initial arrange- 
ments, the developer pays a rental 
fee calculated at a percent of the 
purchase price of the lots in the tract 
which have not been purchased. 

The payment of the rental, say 
5% of the lot sale prices, extends 
the option and the lease on the unused 
portion of the increment. 


3. The “Thin” Corporation and the 
Purchase Money Mortgage. 

The developer organizes a corpora- 
tion with capital stock of $1,000 (or 
any nominal sum which might be 
necessary under incorporation laws of 
a state) and purchases a tract with a 
purchase money mortgage. 
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The price is equal to the retail price 
of the lots to be created, less de- 
velopment costs, (including a profit 
for the developer) and a charge for 
selling the lots. 

The purchase money mortgage per- 
mits a land development loan to out- 
rank the purchase money mortgage; 
the developing corporation borrows 
from a financial institution to finance 
site improvements, but the developers 
join in the note as individuals. 

House construction is undertaken 
and the site improvement loan is re- 
tired on each lot with the proceeds 
of the first construction loan pay-out. 
The sum due, including interest, on 
the land purchase note is paid at the 
time of the closing of a deal with a 
home purchaser. 

The developer makes most of his 
money on the houses in the project 
while the landowner gets a retail price 
for his land. The contract usually calls 
for less than a 30% payment of the 
purchase price in the year in which 
the contract is made. 


4. Multiple Corporations to Spread 
the Capital Base and Diversify Risks. 


The multi-corporate arrangement is 
filled with hazards unless there are 
sound business reasons other than tax 
minimization for the use of the several 
corporations. The case below de- 
scribes the use of several corporations 
for functional, capital attraction and 
risk diversification reasons. 

Three semi-permanent corporations 
are created in addition to the lumber 
company to engage in: 


A. Land assembling and develop- 
ment 

B. Housebuilding 

C. House selling and trading 


In addition to the three functional 
corporations, additional entities are 
formed to allow specific increments to 
be developed as the market can ab- 
sorb them and to diversify the num- 
ber of investment and borrowing en- 
tities. 

The additional corporations are the 
fundamental risk-takers in the overall 
operation because they are the units 
which contract to have increments of 
land developed, houses built and hire 
the sales company to engage in pro- 
motional activities and act as selling 
agents. 

It is assumed that the ownership of 
the individual development corpora- 
tions is not completely uniform al- 
though a few of the same stockholders 
may participate in each. 

It is also assumed that the division 
of activity among the corporations is 
divided on one or more of the fol- 
lowing bases: area, time of starting 
development, price class of structure, 
architectural style of structure. Any 
one of these differences is sufficient 
to distinguish the business risks of one 
activity from another. 

The development program of a giv- 
en corporation should be limited to 
a span of not less than three years 
and probably not more than five or 
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six years. Three to four-year incre- 
ments are reasonably sound in terms 
of a developer’s capacity to antici- 
pate the market. 

The corporations are expected to 
employ the fiscal year in their tax 
planning and are expected to accumu- 
late reserves against changes in the 
market situation. 

5. The Land Trust as a Develop- 
mental Device. 

The land trust is gaining attention 
in the development of syndicates in 
which several investors contribute to 
the development project. 

Described below is a_ prototype 


case of an arrangement developed in 
the mid-1950’s in which the land 
trust becomes the key to the success 
of the program, which minimizes per- 
sonal investment by the developer. 

A lumber dealer wishing to under- 
take a S50-house 10-acre project 
creates a separate building corpora- 
tion and uses a land trust to acquire 
the land under favorable arrange- 
ments. Assume the land price is $25,- 
000 and the site development costs 
are $37,500. The houses will sell for 
$9,975. 

The seller of the land gives the 

(Continued on page 90) 








DENISTON 


“LEAD-SEAL”’ 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. 
When the nail is driven, the hole around 
the nail is plugged with lead and the 
break in the metal is completely covered, 
to form a perfect double seal. 


TRIPLE LOCK—The only nail that has a 
locking bump. As the “bump” is forced 
through the sheet, the sheet springs back 
over the bump—this effectively prevents 
the nail from working out. The nail, lead 
and sheet are solidly locked together 


DRIVE SCREW SHANK—The only nail 
that is driven on the steel head. Drive 
screw shank makes the nail turn and hold 
like a screw. It holds with a powerful, 
unyielding grip. Threads are deep and 
sharp because they are formed after 
galvanizing. 

Accepted Standard of Quality for Over 33 Years 





furnished 
in RING SHANK 


ond 
STRAIGHT SHANK 





ces 


DENCO Lead-Head Metal Roofing Nails 





6,000 pounds of pressure is used to 
compress the lead cold, both over and 
under the steel head of the nail as 
well as down the shank. The lead forms 
a perfect seal in the hole made by 
the nail. Heads will not “pop” off 
a. from expansion and contraction of 
roofing nor from wind vibration. 


BRIGHT OR GALVANIZED 





Shipped in 50 Ib. cartons. Literature and price information available from your jobber or write direct. 


THE DENISTON COMPANY 


Chicago 9, Illinois 





49th &South Western Avenue e 
IN CANADA: EASTERN STEEL PRODUCTS CO.. LTD.. PRESTON, ONTARIO 


Circle No. 53 on Handy Cover Card 








LAND DEVELOPMENT 


(begins on page 84) 





building company an option to pur- 
chase the 10 acres on the following 
terms: 

Five-hundred dollars cash paid at 
the time of signing of the contract; 
one lot is deeded to the developers; 
the balance of the 10 acres con- 
veyed to a trustee; seller deposits in 
escrow certificates of beneficial in- 
terests in the trust with instructions to 
deliver the certificates of beneficial 
interests in the trust with instructions 
to deliver the certificates (previously 
assigned by the seller for the benefit 
of the developer) to the developer 
whenever the developer offers pay- 
ment for land at the rate of $2,500 
per acre. 

The option to purchase extends for 
two years. At least five acres must 
be taken in the first year to keep the 
option alive for the second year. 

The trustee is empowered to pledge 
the land as security for a land de- 
velopment loan obtained by the build- 
ing company provided that the trustee 
shall be the agent for receiving and 
disbursing all funds for development 
and construction including all deposits 
by purchasers, equity sums advanced 
by the builder and all proceeds of 


loans either for land development or 
house construction. 

Land development and house con- 
struction may commence before the 
option is exercised by the building 
company. The trust is managed by 
the builder. 

The building company arranges for 

a $37,500 land development loan 
from a bank. The loan has a nine- 
month term and bears interest at 5%. 
It is secured by a blanket mortgage 
on the acreage held by the trustee. 
The note is co-signed by the develop- 
er. 
Interest is payable monthly on the 
whole principal of the loan for the 
full period between the making of the 
note and the complete repayment of 
the debt. 

Individual lots may be _ released 
upon payment of $1,000 per lot. 
Work is to be contracted for in 25- 
lot segments; the second increment is 
to be let after the sale of the first 25 
units and upon approval of the lender. 

The building program is reviewed 
with FHA and VA and commitments 
for FHA and VA loans are arranged 
for with a life insurance company. 

The sales contracts with buyers re- 
quire a $200 deposit by all purchasers 
with the FHA application fee payable 
at the time of the signing of the con- 
tract. 

Construction loans are arranged for 
all transactions. The construction 
loans are written in the names of the 


house purchasers and are for $6,000 
with pay-outs as follows: 

$2,500 when foundation and slab 
complete. 

$3,000 when under roof and utili- 
ties roughed in. 

$500 when complete except for in- 
terior decorating and site finishing. 

Sales are made from a display 
house built on the original lot pur- 
chased by the developer. The trustee 
is directed to convey title to house 
purchasers at the time of the final 
closing of the sale. 

The mechanics of processing re- 
ceipts and disbursements influence 
capital requirements. In this case, the 
following would be possible: 

1. Purchaser deposits are paid to 
the trustee and become part of 
the working capital of the de- 
veloper. 

. Disbursements on the site im- 
provement loan are made by 
the lender upon submission of 
bills to be paid so that equity 
funds are not required cf the 
building company. 

. The trustee receives 
burses all construction 
vances. 

Proceeds from the first con- 
struction pay-out are used to re- 
lease the lot from the site im- 
provement mortgage; the trus- 
tee repledges the lot as security 
for the construction loan (thus 

(Continued on page 92) 
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Slow stacks are for the birds. Lumber that moves makes a profit ! It’s the clean, 
sharp quality look ...the kiln-dried, precision-milled uniformity ... plus the 
reputable brand name...that keep Southwest “Friendly Indian” lumber on 
the go. Why not give your yard the “once-over” and cull out the trial-and-error 
stocks. Sell Southwest! It’s the profitable way to build your nest egg—faster ! 


HOLD IT, MR. BIRD... 


SOUTHWEST “FRIENDLY INDIAN” BRAND LUMBER 
SELLS FASTER THAN YOU CAN NEST! 


General Sales Office: P. 0. Box 908 « Phoenix, Arizona « Alpine 8-4811 « 
Eastetn Region Sales Office: 135 S. LaSalle St. « C 20, IMlinoi 

Ea 
Mi 
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SOUTHWEST FOREST INDUSTRIES, INC. 
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of assurance sini the construction loan is the per- 


sonal obligation of the purchaser 
and is secured by the land be- 
ing improved). 

If it could be assumed that the sales 
program were successful and the 
houses sold in advance of their con- 
struction, it would be possible to ar- 
range a production schedule, which 
would permit a very small capital in- 
vestment by the developer. 

If after the site was prepared and 
building was underway, three houses 
could be started simultaneously each 
week and each completed in four 
weeks, it would be possible, assum- 
ing no operational delays other than 
weekends, to complete the project in 
five months after housebuilding was 
begun. 

In this particular case, the total 
value of the development would be 
about $471,000 and the building com- 
pany’s peak investment could be lim- 
ited to about $16,000 for a period 
of less than one month. The typical 
investment by the company between 
the time of the taking of the option 
and the completion of the first 10 
houses would be less than $4,000. Aft- 
er the first 10 houses are finished, 
the builder only momentarily has 
capital invested in the project. 

The advantages of the land trust 
and the coordination of the sources 
of funds are obvious; the major 
problems lie with the careful coordi- 
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S line progressive steps from raw land 
ig sé ers to model home. Advantages of a 
separate building company, house de- 
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Sealdon Shingles sell consistently because contractors know they importance of working cooperatively 
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When heated by the sun, this adhesive bonds each tab to the roof Dr. Robert O. 
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lumber dealers ac- 

tive in residential building and land de- 
velopment. 

As a consultant he has served firms 
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Center cuts of the finest old heart growth Douglas Fir 
G-P fir studs produce studs with straight grain and fewer knots. 


Straight grain studs mean less warping, produce truer 


save money wall surfaces for builders. G-P Fir Studs can be ordered 
pre-cut to any specified fractional length. Save on-the- 


for builders job cutting. Standard sizes also available. 


make repeat 
Builder enthusiasm for these top quality straight-grain 
business for yOu - studs virtually guarantees repeat orders for you. 


Shipped stee/ strapped for mechani- 
cal unloading. Shipped in box cars 
or flat cars to your specification. 


GEORGIA-PACIFIC 


Plywood « Hardboard * Redwood « Lumber * Pulp * Paper * Chemicals 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


A Bendable Asbestos-Cement Sheet With 101 Uses 


Kamwall, a new asbestos-cement structural sheet, may be 
bent into a circle as small as 18” in diameter (see photo, left). 
The sheet also can be nailed or stapled within 44” of an edge 
(see photo, center) and can be cut with an ordinary handsaw 
(see photo, right) 

Among its 101 applications, the manufacturer includes: 
interior partitions, soffits, bases for floor tiles, small outdoor 
utility buildings, table tops and background material for 
point-of-sale displays. The sheet is rotproof and vermin-proof 


as well as fireproof. It also provides a paintable surface. 

Market data. Kamwall is supplied in thicknesses of “%”, 
3/16” and %4” in standard 4’ x 8’ panels. Its use cuts labor 
costs since predrilling is unnecessary and sections can be fitted 
on the site with ordinary hand tools. Kamwall safely bends 
around corners and over obstructions to permit unusual ar- 
chitectural and design effects. For a sample of Kamwall and 
literature, write to Keasbey & Mattison Co., Dept. AL, Butler 
Ave., Ambler, Penna. 
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Vina-Lux 800 Series in Three Gauges 


The Vina-Lux 800 Series vinyl asbestos floor tile now is 
available in 1/16” and 3/32” as well as %” gauges. Origi- 
nally made in 4%” thickness, the two new gauges in the series 
have been added to meet the requirements of the light com- 
mercial and residential floor markets, says maker. 

The 800 Series may be installed over concrete: on, above 
or below grade; or on felt over wood subfloors. All three 
gauges are available in six popular background colors with 
color chip styling distributed through the full thickness of 
each 9” x 9” tile. 

Market data. Suggested retail prices of the three gauges per 
square foot are: 1/16”, 22¢ to 25¢; 3/32”, 30¢ to 35¢; %”, 38¢ 
to 45¢. Metallics are slightly higher. Usual retail markup on 
cost is 35% to 50%. The 800 Series in all three gauges now is 
available from 110 building material and flooring specialty dis- 
tributors. It is an ideal item for both consumer and contractor 
sales. Minimum dollar investment for a dealer is $200 to 
$250. Sales aids include displays, literature, ad mats, TV and 
radio spot announcements and yellow page advertising. Azrock 
Floor Products Div., Uvalde Rock Asphalt Co., Dept. AL, 
P. O. Box 531, San Antonio 6, Texas. 
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(For more new products, see page 96) 
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Exclusive “Dollars-to-Dealers” <<< / 


ADVERTISED FILON 
GUARANTEE LABEL— 


Promotion from FSZOM, ~~ / == 


Guaranteed Fiberglass Panels 


A NEW HIGH IN SALES SUPPORT— 
BIGGEST DEALER BACK-UP EVER 


Profitable promotional news from FILON! The 
biggest advertising campaign ever for fiberglass panels 
—developed exclusively for greater dealer sales, top 
dollar profits. It means “dollars-to-dealers” the year 
around from homeowners, builders and contractors. 
A dynamic demand-building promotion designed 
especially for you. 


“SELF SERVICE" SALES TOOLS 


FILON sales tools are designed to help you make 
faster and easier sales. Compact, space-saving displays 
to fit any store layout. Banners, identification signs, 
photos, descriptive, informative literature and in- 
stallation plans to meet every customer requirement— 
all free to FILON “Class A” Dealers. 


IMMEDIATE DELIVERY: FILON is warehoused by over 160 
Distributors from coast-to-coast in U.S. and Canada. 


SESS SSH S SSAA SOSH a SRS SSA es eS se eessee ese 


JOIN FILON’S “CLASS A” DEALER PROGRAM TODAY 


For complete details, contact your nearest Filon Distributor, Filon Sales 
Office, or write: FILON PLASTICS CORPORATION, “‘Class A" Dealer Program 
Headquarters, 333 North Van Ness Avenue, Hawthorne 93, California. 


1 am interested in receiving full particulars about FILON’s ‘Class A’’ Dealer 
Program. 


NAME. 

COMPANY. 
ADDRESS. 
CITY. ZONE STATE. 














eau see esas eases ese 
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superior quality. 


NATIONAL ADVERTISING 


“Class A” Dealers will feel the impact of Fitun 
advertising in Saturday Evening Post, Better Homes 
and Gardens, American Home, House Beautiful, 
Good Housekeeping, Popular Mechanics, Popular 
Science, Family Handyman, leading Shelter annuals 
and semi-annuals, Farm publications—plus ads to the 
Home Improvement and Fence Contractors. All sales 
leads from ads are distributed to “Class A” Dealers. 


LOCAL AND REGIONAL ADVERTISING 

FILon and its distributors blanket the nation 
with local and regional advertising that features names 
of all “Class A” Dealers. These continuing local and 
regional campaigns mean added support—added dol- 
lars to FILON “Class A” Dealers. 





FREE PLASTICS CORPORATION 


TO “CLASS A” DEALERS 


Compact 3’x 4’ wall dis- Los Angeles * New York ® Chicago © Atlanta 
play unit. A complete Dalias * Miami ® Philadelphia © San Francisco 


Filon Sales Center. Pittsburgh © Denver ® Indianapolis © Seattle 
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NEW PRODUCTS 


(begins on page 94) 





Introduces New Cabinet Line 


New Flairwood cabinets in a Golden 
Spice color are decorator planned to com- 
plement any decor. The new line also is 
available in all sizes to meet the need of 
any kitchen design. All cabinets have 
antique copper finished pulls and heavy 
copper finish hinges, factory applied. 

Shell case back and sides are channel 
formed from single sheet wood-fiber 
hardboard, providing easy-to-clean round- 
ed corners. Doors are flush %4” hollow 
core construction with kiln-dried pon- 
derosa pine stiles and rails with kiln- 
dried ponderosa pine horizontal ribs on 
3” centers. Unselected birch faces are 
used. 

Market data. Flairwood cabinets in 
Golden Spice color are available from 
cabinet and millwork distributors. A spe- 
cial wrap-around for front, top and bot- 
tom of cabinets is designed to reduce 
shipping damage. The line is primarily 
an item for contractor sale. There is no 
minimum dollar investment required by 
a dealer. Sales aids include a home mer- 
chandising program, four-color catalog 
and flyer. Curtis Companies, Inc., Dept. 
AL, 114 12th Ave. South, Clinton, 
Iowa. 
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For more facts, 
use handy back 
cover coupon. 


Awning Prime Window 
Installs Easily 

A new aluminum awning window for 
residential and light construction is fac- 
tory-assembled and designed for rapid in- 
stallation. A heavy-duty operator locks 
window in any position. Nylon bearings 
at all pivot points permit smooth opera- 
tion and eliminate need for any kind 
of lubrication, says maker. 

Designated Model AL-264, the window 
is equipped with large bulb-type weath- 
erstripping of pliable vinyl. A full length 
drip crown above top vent and the down- 
ward slant of vents keep rain out and at 
the same time provide ventilation. Inter- 
changeable screens and storm windows 
are available. 

Market data. Retail price of the win- 
dow glazed with screen in a 37” x 50%” 
size is about $30. It now is available 
from building materials distributors or 
direct from maker. It is an ideal item for 
both consumer and contractor sales. 
Dealer sales aids include catalogs, which 
may be obtained by writing Alsco, Inc., 
Dept. AL, 225 South Forge St., Akron 
8, Ohio. 
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Packaged Patio-Carport 
Available in 10 Sizes 


All parts and hardware to build a patio 
or carport are packed together in one 
package. Addition of a large-size 
12’ x 22’ model brings the line to 10. 
Each has a heavy-steel understructure, 
choice of color combinations in Arrow’s 
Pressurecoated finishes. 

All parts are factory-formed, cut and 
punched for quick assembly with in- 
structions for do-it-yourselfers. Legs for 
either an attached or free-standing struc- 
ture are straight, V-pipe or colored or- 
namental aluminum columns. All-alu- 
minum roofs are guaranteed weather- 
proof and tested to withstand heavy 
snow loads. Packaged screens to match 
all sizes also are available. Multiple 
unit installation increases the size of the 
all-purpose covers for anything from 
trailer porch to building entrance. Pres- 
surecoating is claimed to never chip, 
peel, burn, crack or bubble. A_ wide 
variety of accessory kits are available 
to fill special customer needs. 

Market data. The packaged patio- 
carport is available direct from maker or 
franchised distributors along with a dis- 
play package containing a full-scale mer- 
chandising program. There is no mini- 
mum dollar investment for a dealer. A 
year-round volume rebate provides quan- 
tity purchasers with substantial credits. 
For literature, write to Porcenamel 
Products, Inc., Div. of Arrow Metal 
Products Corp. Dept. AL Haskell, N. J. 
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Three New Recessed Lights Cut 


Installation Time in Half 


The time it takes to install recessed fixtures in both new 
construction and remodeling is reduced by over 50% with three 
new snap fixtures that need no screws, nuts or bolts for as- 
sembly or installation, says maker. 

All components of the Emerson-Pryne snap fixtures are de- 
signed to snap into place quickly and easily. In new construc- 
tion, bar straps are snapped into frame and redi-set tabs are 
nailed to joists (see photo, far left). In remodeling, the hous- 
ing is simply snapped directly into the plaster (see photo, left). 

Market data. List prices of the snap fixtures range from $8.50 
to $13.08 with a wide choice of lens styles. Model 1084, a 150- 
watt unit, has a square 11” housing. Two 100-watt Models 
1082 and 1083 have a square 9” housing and a rectangular 
7” x 10” housing, respectively. The snap fixtures now are avail- 
able from about 1,500 electrical distributors. They are pri- 
marily items for contractor sale. Sales aids include a counter 
display, mailer and jumbo post card. The Emerson Electric 
Mfg. Co., Dept. AL, 8100 Florissant Ave., St. Louis 36, Mo. 
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“How NU-HOME ALUMINUM SIDING gave me 
the ‘eye-catcher’ | needed to make sales!” 


Mr. Herbert Rosner, vice-president in charge of construction, 
A. Siegler and Sons Builders, Inc., Cleveland. 


This is the story of how one successful 
builder uses Hastings NU-HOME Alumi- 
num Siding to build better homes for less 
money — and sell them faster! Mr. Rosner 
tells us that NU-HOME is less expensive 
to apply. There is less waste; work can go 
on in any weather. Projects look much 


faster, the company gets its money out that 
much sooner. 

One more important tact: Nu-Home 
Aluminum Siding is sold to builders only 
through building supply firms. For the 
complete story, fill out and mail the cou- 
pon. No cost, of course, and no obligation. 








neater and public acceptance is so good 
that they quickly sold out their last three 
projects. And, because they can close sales HAS if a ie ay SS 


ALUMINUM PRODUCTS, INC. 
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Hastings. Michigan 
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HERE’S HOW TO INCREASE YOUR VOLUME 


IN THE PROFITABLE “DO-IT-YOURSELF” MARKET WITH 


NEVAMAR 


HIGH-PRESSURE LAMINATES 


This new booklet is a challenge to every man who loves to 
pick up hammer and saw. It gives him complete step-by-step 
plans for building desks, coffee tables, home bars, end 
tables—furniture items that will have a genuine professional 
look because of their exciting NEVAMAR surfaces. What's 
more, this book of projects means extra sales for you in 
plywood, table legs, cement, 
and other necessary material. 
NEVAMAR is the lifetime sur- 
facing material that never 
needs refinishing . . . comes in 
more than 75 different colors 

and patteme. AnD LASTING BEAUTY 


Look in the Yellow Pages for Your 
NEVAMAR Distributor acvanal PECL IM HORE UE 

has srad Bis et > WOT AFFECTED BY ALCONOL. 
ORDINARY INK on Time 
HEVER WEEDS PAINTING 
> tasy TO CLean Ze 


> A HIGH PRESSURE LAMINATE 

> RESISTANT TO CIGARETTE SuRNS 
> WITMSTANOS BONLING WATER 
> DESIGNED FOR LONG LIFE 


GIVE THIS BOOKLET 
TO YOUR CUSTOMERS 


These booklets are available to every NEVAMAR dealer. Get 
them now and watch them build business for you. 


NEVAMAR DIVISION: 


THE NATIONAL PLASTIC PRODUCTS COMPANY 


Saran and Nylon Fibers—Nevamar High-Pressure Laminates—Wynene Extruded and Molded Products 


ODENTON, MD. « NEW YORK, N.Y. © LONG BEACH, CALIF. * MIAMI, FLA. * CHICAGO, ILL. * DENVER, COL. 
PORTLAND, ORE. * SAN FRANCISCO, CALIF. ¢ CHARLOTTE, N.C. «© JACKSON, TENN. * INDIANAPOLIS, IND. 


June 6, 1960, AMERICAN LUMBERMAN ANO BUILDING PRODUCTS MERCHANDISER Circle No. 54 on Handy Cover Card 








NEW PRODUCTS 


(begins on page 94) 





Prefinished Plywood Paneling 
with Matching Flush Doors 


Called Lifeclad, a new line of decora- 
tive panels and matching flush doors is 
factory-finished by a patented process, 
which laminates a grained or clear vinyl 
plastic film to selected plywood to create 
a permanent wood-grain finish. The 
tough vinyl finish resists scuffing, fad- 
ing and stains from lipstick, ink or jelly. 
The paneling and doors may be washed 
or cleaned with any common detergent 
or soap. 

Lifeclad plywood paneling and match- 
ing doors will be offered in five grained 
finishes: Temple walnut (shown in photo 
right), natural walnut, oriental pecan, 
Arabian sandalwood and cherry; plus 


three natural woods, including Califor- 
nia redwood, Cascade hemlock and 
golden larch. 

Market data. The paneling and doors 
will be available about July 1, 1960, 
from 600 plywood distributors. The 
panels may be installed with either glue 
or nails. They will be produced in stand- 
ard 4’ x 8’ and 4’ x 10’ x 4%” panels and 
also will be available random planked 
with V-grooves. Offering a retail markup 
on cost of 20%-30%, they will retail for 
about $15 per sheet. For cabinet work 
and special construction, %” and other 
thicknesses will be manufactured. Doors 
will be available in Simpson’s Seven- 
Eleven ceiling height line as well as 
standard sizes. 

Lifeclad paneling and matching flush 
doors are ideal items for both consumer 
and contractor sales. Dealer sales aids 
will include a mobile display. Simpson 
Logging Co., Dept. AL, 1032 White 


Bidg., Seattle 1, Wash. 
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Dixie's 1960 Electric Ranges 


Beauty of design and luxury features 
are combined in Dixie Products’ new line 
of electric ranges. Headlining the auto- 
matic features is a newly-designed auto- 
matic clock to simplify clock-controlled 
cooking. Two dials are used. The home- 
maker sets the one marked “start” with 
the hour baking is to begin and the clock 
marked “stop” with the time of day the 
oven is to turn off. 

A second oven equipped with complete 
rotisserie unit in the de luxe 36” model 
shown in photograph above can also be 
used for any baking or broiling operation. 
The new backguard has a smart alumi- 
num frame and a full length top of the 
range light. 

Dixie’s 1960 electric line includes 10 
basic models in 20”, 30” and 36” ranges 
with optional features increasing the line 
to include over 30 different free-standing 
models. There also is a choice of built- 
ins. 

Market data. Dixie’s 1960 electric 
ranges have a retail price range of 
$169.50 to $389.50. They are primarily 
items for consumer sale. Dealer sales 
aids include photographs and literature. 
Dixie Products, Inc., Dept. AL, Cleve- 
land, Tenn. 
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Has Classic Marble Pattern in 
Low-Cost Vinyl-Asbestos Tile 


Textured variations of gold-and-white 
classic marble enrich Antiqua, a new 
low-cost vinyl-asbestos tile just an- 
nounced by Hako. There are six basic 
colors in the new Hako Antiqua series: 
gray, yellow, onyx, green, pink and 
beige. Each basic color is accented with 
white and metallic gold marble swirls in 
varied grainings. 

Market data. Low-priced Hako Antiqua 
provides homemakers with an easy-to- 
maintain flooring. It now is available in 
yg” thickness in 9” x 9” squares. It is an 
ideal item for both consumer and con- 
tractor sales. Mastic Tile Div., The Rub- 
eroid Co., Dept. AL, P. O. Box 128, 
Vails Gate, N. Y. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 


A New Ceiling Panel 

A new predecorated ceiling panel, 
called Gold Leaf Decrobord, is available 
in tile-like 12” x 12” squares that are 
Ya” thick. One carton will cover 64 
square feet. Panels are equipped with 
the J-M Lightning Joint, which hides 
all staples or nails and speeds applica- 
tion. 

Market data. J-M Golf Leaf Decro- 
bord panels are ideal items for sale to 
do-it-yourselfers as well as contractors. 
Dealer sales aids include a _ two-color 
flyer, which may be obtained by writ- 
ing to Johns-Manville Corp., Dept. AL, 
22 E. 40th St., New York 16, N. Y. 

Circle No. 210 on Handy Cover Card 


Offers Single-Hung 
Aluminum Window 

A new, low-cost alumi- 
num single-hung window is 
designed for the residential 
and light construction mar- 
ket. Designated Series 160, 
it features spring-loaded 
locks and lift handles. 
Latches operate stainless 
steel rods that lock window 
in any desired position. All 
vent openings have wool 
pile weatherstripping. The 
windows are available com- 
pletely glazed in a wide 
range of sizes without or 
with horizontal muntin bars. 
Republic Steel Corp., Trus- 
con Div., Dept. AL, 1315 
Albert, Youngstown 1, Ohio. 
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A Corner Sink for Kitchen 


A new corner style of double-bowl 
stainless steel sink that fits conveniently 
into kitchen counter tops is announced 
by Jensen-Thorsen Corp. The right- 
angled model has overall dimensions 
434%” long from corner to corner and 
22” from front to back. The two bowls 
made in a contour shape and lustrous 
mirror-finish measure 1642” x 15”. The 
21” ledge in the back has three faucet 
openings. 

Market data. Suggested retail price of 
the Jensen corner sink is $50. Offering a 
dealer discount of 25% off retail, it now 
is available from 1,500 plumbing whole- 
salers. It is an ideal item for both con- 
sumer and contractor sales. Minimum 
dollar investment for a dealer is $37.50 
for the sink plus $10 for a rim, which 
retails at $13.25. The sink has standard 
drain openings of 342” and sound dead- 
ening undercoating in standard white. 
Dealer sales aids include a display and 
folders. Jensen-Thorsen Corp., Dept. AL, 
239 Interstate Road, Addison, III. 
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Built-In Chopping Block 
Is Available 


A low-cost, heavy-duty chopping block 
easily built into any kitchen counter top 
is called Chop-N-Top. It is made of lami- 
nated strips of rock maple. It provides a 
counter section which is ideal for chop- 
ping vegetables, cutting meat or slicing 
bread and is an excellent landing place 
for hot pans. 

Market data. Chop-N-Top installs eas- 
ily. Just cut a square opening to fit, 
drop Chop-N-Top into place and fasten 
with predrilled, hold-down strips pro- 
vided. It can be calked for a watertight 
fit, if desired. Work surface is above 
counter level. Two sizes are available: 
144%” x 14%” and 18” x 18”. They retail 
at about $5.60 and $8.75, respectively. 
For literature, write to Rock Maple Prod- 
ucts, Inc., Div. of Air Control Products, 
Dept. AL, Coopersville, Mich. 
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Steel Door Frame 


An all-welded steel door 
frame for masonry con- 
struction has a smooth, 
ranch-trim look on the in- 
terior side. Frames are ac- 
curately formed, mitered 
and welded at the factory 
and shipped ready for in- 
stallation. It has welded 
hinges, strike plate, dust 
box and rubber bumpers for 
silent door operation. It al- 
so is prime-coated with 
oven baked-on enamel. The 
door frame is available for 
1%” and 15%4” wood doors, 
358” and thicker masonry 
walls. Sales aids include a 
bulletin (MDF-160), which 
may be obtained by writing 
Kewanee Mfg. Co., Dept. 

L, Kewanee, III. 
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cue HOWARD has it! 


A complete 
system to 


STOP 
PAINT 
PEELING 


Eliminates 
trapped moisture 


Principal cause of 
peeling paint, 








HOWARD VENTILATING LOUVERS provide 
air circulation through siding and sheath- 
ing to air space. 


HOWARD WEDGE VENTS provide air circu- 
lation behind clapboards. Free install-it- 
yourself tool included. 


Write for catalog. 


You'll turn a pretty profit when you 
suggest “SCOTCH" BRAND Masking 
Tape with every paint sale. 


Ce 


Miunesora Minne awe (fanvracronine convany rom y # HOWARD HARDWARE PRODUCTS, INC. 
Newark 8, New Jersey 
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new SALES AIDS 


Sales-Pulling Tile Center 

A new, eye-catching merchandiser ex- 
hibits Kentile’s complete line of solid 
vinyl, crystalite vinyl and rubber tile in 
only seven square feet of floor space. 
A traffic-stopping feature of the display 
are compartments holding 1,076 samples 
of all styles and colors in the three lines 
plus literature. 

Six large 18” x 27” panels hold large- 
size samples. There also is space for two 
additional panels for new colors. The 
display consists of a headpiece of white 
translucent plastic illuminated by two 
special diffuser bulbs with additional 


lights illuminating the tile panels below. 
The steel legs are sturdily braced with 
wooden crosspieces. 

The sales-winning display now is 
available in limited numbers to dealers. 
It may be used on the floor or wall. 
Write to Kentile, Inc., Dept. AL, 58 
Second Ave., Brooklyn 15, N. Y. 
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Do-It-Yourself Advertising 
Manual Available 


A new, easy-to-read manual is de- 
signed to enable even the smallest re- 
tail yard to effectively advertise and 
merchandise red cedar shakes and shin- 
gles. 

Shown in the manual are reproduc- 
tions of nine small newspaper ads, 10 
appropriate art and design elements for 
creating newspaper ads, plus a 10-point 
summary of useful tips on ad prepara- 
tion. 

The manual also includes photographs 
of a cedar roof display and literature kit 
available upon request. For free copies 
of the manual, write to Red Cedar Shin- 
gle Bureau, Dept. AL, 5510 White Blidg., 
Seattle 1, Wash. 
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Dividend Home Promotion Kit 


A complete sales kit for builders par- 
ticipating in the Dividend Homes pro- 
motion of Plastic Films, Visking Co., is 
announced. Included in the kit are floor 
runners, pennants and_ swatches, all 
made of VisQueen polyethylene films; 
folders describing benefits of the film; 
newspaper mats, radio and TV an- 
nouncements plus a reprint of Visking’s 
national advertisement and an embossed 
plaque announcing a model home as a 
Dividend Home. 

All builders using the film in the 
construction of their homes will be sup- 
plied with the kit. National advertising 
will list all builder-participants in the 
promotion scheduled to reach its peak 
in September. Plastic Films, aoe Co., 
Div. of Union Carbide Corp., Dept. AL, 
6733 W. 65th, Chicago 38. 
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This = line fills the 
gap for more business! 


more profits! 
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he FREEPORT WOODCRAFT, INC. 


Manufacturers Of The Most Complete Line Of 


STATIONARY ond INTERIOR 
MOVABLE SHUTTERS 


Sold Through Leading Jobbers In Every Area 
We Feature... 
@ Large stock of standard 
sizes competitively 
priced to meet all com- 
petition including for- 


No. 4-L 


SINGLE SURFACER 


a@ money saver for 
lumberyards and growing shops 


A medium size, wedge bed adjusted planer with built-in 
accuracy. Instantaneous micrometer control of lower 
rolls and back pressure bar saves time. Sectional feed 
rolls, chip breakers and four driven rolls contribute to 
safe, kick-back free operation. These and other features 
make this moderately priced planer your best buy. Sizes 
24”, 26”, 30” x8”. Write for Bulletin No. 61. 


eign imports. 
— © Finest quality 


Fr manufactured of 


clear white pine 


. ® Priced right to 
bring you an add- 


ed, extra profit. 
> 
in, 


= 


Some territories 
still available to 
Manufacturers 
Representatives. 
Write to us for details 
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PLANER SPECIALISTS SINCE 1862 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co. 
238 EIGHTH STREET  €X 2-2341 HOLLAND, MICHIGAN 


FREEPORT WOODCRAFT#INC. 


75 Carmans Road, A, Av f /@ Y, 


East Farmingdale, N. Y. a 
CH 9-6900 ( \ 
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Fiber Glass Insulation Display 


A colorful, new 30” x 17%” Fiber 
Glass home insulation counter merchan- 
diser is offered free of charge to dealers. 
It is shipped kd in three easy-to-assemble 
pieces: stud unit with Fiber Glass sam- 
ple, wing panels and headpiece. Panels 
and headpiece carry J-M_ identification 
and sales story. They snap together with 
the stud unit by a simple cardboard 
lock. The displays are packed three to a 
carton. Johns-Manville Corp., Dept. Al 
22 E. 40th St., New York 16. 

Circle No. 218 on Handy Cover Cord 


Get Acquainted Offer 


A get-acquainted offer by Ajust-A- 
Rail on its improved line of adjustable 
wrought-iron railings and columns in- 
cludes: a 3-to-6 sale assortment of railing 
and column parts, which a dealer buys, 
and display components, which are free 
of charge. Among the display materials 
are a one-step rail and a straight rail 
for bolting to an 18” x 46” board, a wire 
literature rack, sales literature and ad 
mats. 

A dealer invests $115.18 for the com- 
plete offer, which is sent to his ware- 
house with freight charges prepaid. It 


has a total retail value of $191.96, giv- 
ing him a gross profit of $76.78. Ajust- 
A-Rail Co., Dept. AL, Lodi, Ohio. 
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Ferris Wheel Sells 
Ceiling Tiles 


A ferris wheel which displays 10 
Barretone ceiling tiles now is available 
to retailers. Requiring less than four 
square feet of floor space, it offers an 
attractive presentation of the various dec- 
orative and acoustical ceiling tiles that 
make it an easy job for the home handy- 
man to install a new ceiling in a few 
hours. 

Handy brochures stored in a literature 
rack explain the details of Barretone tiles 
to a homemaker and show the variety of 
colors and designs available. Barrett Div., 
Allied Chemical Corp., Dept. AL, 40 
Rector St., New York 6. 
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G-P Develops a New Paneling Center 


_ Called Dec-A-Pole, a new 


takes only a_three-foot 


Slide Rule Conversion Table 
Helps Floor Tile Estimating 

A new pocket-size calculator converts 
two-room dimensions directly into the 
number of 9” x 9” resilient tiles re- 
quired to cover a particular floor area. 
The handy slide rule conversion table 
assists retailers and their salesmen in 
giving estimates on quantity and cost. 

Selling price is obtained by entering 
another table with the quantity figure. 
Several scales list the price of a single 
tile ranging from 5¢ to 20%¢ in half-cent 
increments. Total selling price appears 
in a window below the price of the tile. 
A chart is provided on the reverse side 
for figuring the price of small quanti- 
ties. Two formulas for converting square 
feet into 9” tiles and vice versa are in- 
cluded. 

The new calculator and cost estimator 
may be obtained direct from Armstrong 
Cork Co., Dept. AL, Lancaster, Penna. 

Circle No. 221 on Handy Cover Card 


diameter in your store to display a full line of G-P paneling. 
Decorator-styled, Dec-A-Pole features lighting to illuminate 
header and changeable samples. A Panel-of-the-Month is easily 
installed to coincide with an advertising program. 

Dec-A-Pole shows 15 panels about 12” x 16” plus a featured 
panel. It also is designed to take four new two-sided panels 
with hardware. Included are three mobile hangers along with 
literature baskets. 

Dec-A-Pole is shipped direct to a dealer’s showroom. Com- 
plete instructions are stapled to the outside of the carton along 
with a diagram for easy set up of the unit. Ceiling heights 
should be specified to the nearest inch up to a maximum of 

ay 


For further details about G-P’s Dec-A-Pole display pro- 
gram, write to E. L. Kimball, Georgia-Pacific Corp., Dept. 
AL, Equitable Bldg., Portland 4, Ore. 
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More facts in a 
hurry? Use the new 
postage-free card 
on the back cover. 
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new EQUIPMENT 


Has New Plaster & Mortar Mixer 


A new 6 cubic foot plaster and mortar 
mixer incorporates new Lifetime sealed 
self-aligning bearings that require no 
greasing. This, combined with the mak- 
er’s Everlasting paddle shaft seal, pro- 
vides a rugged utility-type mixer said to 
operate effectively in conjunction with 
various plaster pumping and spraying 
machines. 

The mixer will produce more than 
enough quality mixed materials to main- 
tain continuous operation of the plaster 
pumping machines, it is said. The unit 
has a safety grid and bag splitter comply- 
ing with latest safety regulations. En- 
gine housing is split and hinged for ac- 
cessibility and ventilation. Bulletin A- 
40, containing full details about the mix- 
e:, may be obtained by writing to Muller 
Machinery Co., Inc., Dept. AL, Metuch- 
en, N. J. 
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Strapping Tool Combines 
Three Separate Operations 


A new strapping tool combines ten- 
sioning, automatic placement of seals 
and sealing and scoring of steel strap. 
Made of high-strength steel, the stretch- 
er-sealer has been designed for long 
service, producer says. 

A continuous take-up permits feeding 
strap directly from a coil. This eliminates 
wasted strap and lost time in precutting, 
says maker. Strap is scored for easy 
break-off, leaving strap in operator's 
hand. 

Called Model 2302, the new tool 
handles 2” and 5” strap in gauges from 
.015 to .023” and holds 50 seals in a 
clip for automatic feed onto tensioned 
strap so that one motion crimps the seal 
and scores the strap. A. J. Gerrard & Co., 
Dept. AL, 400 E. Touhy Ave., Des 


Plaines, Ill. 
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Hiding Tailgate Speeds Truck 
Deliveries in City or Suburb 
Hide-A-Gate, which raises or lowers 
up to 1,200 pounds, is available as either 
electro-hydraulic or PTO _ hydraulic 
driven. The gate comes out of hiding at 
the flip of a lever for floor-to-floor load- 
ing. It stays in hiding under truck for 
dock loading, making it possible for 
truck body bumpers to butt against a 


dock. 
Constructed of safety plate, Hide-A- 


Gate is 42” wide x 27” deep and can 
lift up to a 52” height. Its cylinder ac- 
tually pushes a load up to truck body 
floor. The gate folds under semi-trailers 


or 1%, 2 and 2'%-ton trucks. Simple to 
install, it mounts directly to truck 
frame, needs no locks, pawls, ratchets, 
links or closing devices. Hydraulic unit 
is self-contained. 

The gate is especially designed to 
speed pickup and delivery of building 
materials in city or suburb. For litera- 
ture, write to H. S. Watson Co., Dept. 
AL, 1316 67th St., Emeryville 8, Calif. 
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Roto Pole Turns at One RPM 


An all-metal, floor-to-ceiling, spring- 
loaded upright pole revolves at | rpm to 
give 360° of display visibility. Suited 
for use in store window or showroom, 
the Roto Pole also is ideal for spot, 
special or seasonal promotions of fea- 
ture items. 

Unit’s uprights are double-slotted on 
two sides at 1” vertical intervals to ac- 
commodate a wide range of Spacemas- 
ter brackets and accessories. A spring- 
locking device is adjustable vertically to 
control the degree of tension desired. 

Uprights are available in 90”, 102”, 
114”, 126”, 138” and 150” stock lengths 
or can be cut to size. This wide range 
will fit ceiling heights from 74’ to 134%’ 
with a 12” variation possible for each 
upright. 

Roto Pole is available finished with 
English silver upright and top and 
motorized base in gray painted finish or 
with entire unit finished in gray enam- 
el. Other colors are available on request. 


It is shipped complete with desired 
length upright, motorized base with ac 
line cord and rubber padded top unit. 
List prices of Roto Pole start at $50.88 
in an English silver finish and are sub- 
ject to a dealer discount. For literature, 
write to Reflector Hardware Corp., 
Dept. AL-FP3, 1400 N. 25th Ave., Mel- 


rose Park, Ill. 
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Compact Utility Car 


Resembling the military jeep, the new 
Crofton Bug can carry up to 1,000 
pounds on errands, maintenance trips 
and deliveries as well as transport men 
and materials to hard-to-reach areas. 

Powered by a 35 hp, overhead cam, 
liquid-cooled, four-cylinder Crofton 44 
gasoline engine, the Bug weighs only 
1,100 pounds. It is a direct descendant of 
the original Crosley small car. It is 
105” long, 48” wide and has a 63” 
wheelbase with 40” tread. It is claimed 
to deliver 30 mpg at speeds up to 50 
mph. The Bug has conventional trans- 
mission with synchromeshed second and 
third gears. 

Optional equipment includes dual rear 
wheels, rear seats, tinted windshield, 
folding canvas top, trailer hitch and 
Powr-Lok differential to give traction in 
sand, mud or wet grass. Brakes are four- 
wheel hydraulic and gas tank holds 8 
gallons. It is painted yellow. 

Retailing at $1,350 fob San Diego, 
plus applicable taxes and transportation, 
the Bug is available from franchised 
dealers or direct from maker. Crofton 
Marine Engine Co., Dept. AL, 888 Gull 
St., Tenth Ave. Terminal, San Diego 1, 
Calif. 
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MANAGEMENT WORKSHOP-IN-PRINT 


How to be 
a Better Boss 


Effective techniques for getting your employes to willingly, cheerfully, 
enthusiastically and competently do what you want them to do, when, how 
and where you want it done, are becoming increasingly evident. 


Distilled from long hours of intense discussion in repeated workshops 


/ 


the following checklist points the way for management to get maximum 


productivity from its manpower. 


It was developed under the general heading—‘'What do | owe to my 


people as a manager?” 


1. Recruiting in depth—from many tested sources. The 
larger the pool of desirable employes to draw from, the 
better the selection ratio. 

2. Careful selection when hired. A well organized and 
thoroughly detailed plan for sifting the very best from the 
screened group will tend toward better performance and 
slower employe turnover. 

3. Thorough indoctrination on company’s history, objec- 
tives, methods, policies, rules, regulations and causes for 
discipline. 

4. Enthusiastic introduction to his fellow workers giving 
the new employe a sense of belonging to a wonderful team 
and working for the best company in the business. 

5. Fit him into the correct niche for his abilities and ca- 
pacities, showing him and his fellow teamworkers the inter- 
related part of their jobs. Provide appropriate work loads. 
Teach mutual responsibility for results. 

6. Continuous training and education—for mind and job 
development. 

7. Wages commensurate with his or her duties and re- 
sponsibilities plus: 

Incentives for increased productivity 

Awards for extra ordinary initiative and performance 
Contest prizes and premiums 

Profit sharing 

Fringe benefits 

Merit increases 

8. Complete explanation of everything he is supposed to 
do, and what authority he has, if any. 

9. Complete backing when authority is given—following 
the chain of command. 

10. Teach him why the customer is usually right exter- 
nally in a dispute where the employe may be right internally. 

11. Deal with what’s right and what’s wrong rather than 
who is right or wrong. 

12. Fair play and impartiality—with no favoritism to 
relatives or stockholders. 

13. Periodic review of progress—answering “How’m | 
doin’?” Recognize contributions. Ascertain degree of job 
satisfaction. Challenge the best in the individual and team. 


_ 14. Know enough about each man’s job to judge whether 
it is being done well or not. 

15. Sensible constructive reprimands when needed (in 
private) 

16. Praise in public where earned. Loyalty. Stick up for 
your men. 

17. Promotion to a better job when he has earned it and 
has trained a man to take his place. 

18. Prompt and thorough handling of difficulties in em- 
ploye-employer, management-employe and customer-em- 
ploye relations. 

19. Give him the same respect and consideration we 
demand from him. 

20. Proper tools and equipment, good working conditions 
and adequate safety measures. 

21. Weed out the drones, chronic drunks and incompe- 
tents. 

22. Judicious interest and help in family and financial 
problems. Help the family acquire their own home. 

23. An open door policy, soliciting and encouraging con- 
structive thinking about the job, suggestions, grievances and 
creative ideas. 

24. Instill a feeling of job security and the opportunity 
to better himself or herself. 

25. Set an example in leadership and good work habits. 

26. Teach employes a lifetime of saving and thrift. 

27. Vital statistics of the business when employe is in- 
terested or misinformed. 

28. Sincere congratulations if he is offered a better op- 
portunity than you can provide. 

29. Proper severance pay 

30. Face-saving dismissal if it becomes necessary. 

Management readers with morale or production prob- 
lems may find help here, especially if it is read and used 
with the forthcoming editorial on “How to Be a Better 
Employe—What a Worker Owes to the Boss.” See next 
issue. Comments are invited. 

Art Hood 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 


No agency commission or cash discount 


allowed. 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 








DETAILERS—Experienced in shop drawin; 

for all of Architectural Millwork. 

Please give age, experience, gen and 
sample of drawings, if possible. Permanent 
employment. Salary commensurate with 
ability and encsilant work conditions. 
Sixty years old midwestern firm. Address 
Box American Lumberman & Build- 
ing Products Merchandiser. 





Building Material Sales 

The Insulite Division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 

New men are paid on salary during an in- 
Itial training period and upon territory as- 
signment are compensated on a salary plus 
bonus basis. In addition, these positions offer 
exceptional employee benefits paid for by 
the com) . Car furnished. 

Write Don Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Minneapolis 





Experienced Retail Lumberman—Man with 
management experience, sales promotional 
ability. Right man will have possibility of 
earning interest in this corporation. Salary 
plus profit sharing basis. State qualifications 
and experience record. Address Box M-55 
American Lumberman & Building Products 
Merchandiser. 





Lumberman Salesman experienced selling 
Ponderosa Pine, handle general sales work 
and work in wholesale department. Prefer 
someone with direct connections West Coast 
mills. Some travelling. Opportunity for ad- 
vancement. Give full resume of experience, 
etc. Duke City Lumber Co., Postoffice Box 
1364, Albuquerque. 





SITUATIONS WANTED 








Years of Speteoe in architectural mill- 
work—any capacity. reference. Ad- 
dress Box M-41 American Lumberman & 
Building Products Merchandiser. 





Successful and experienced Oregon whole- 
saler desires to corporate with various 
Retail Lumber Dealers on a corporate basis 
to form a mutually beneficial centralized 
bu: office for West Coast Lumber items. 
All replies will be held in strict confidence. 
Address Box M-47 American Lumberman 
& Building Products Merchandiser. 
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SITUATIONS WANTED 








Building plans neatly drawn. Residential and 
Commercial. Could re-locate. Address Box 
N-20 American Lumber & Building Products 
Merchandiser 





FINANCIAL EXECUTIVE, large Mich. diver- 
sified yard, desires change in Controller or 
financial administration capacity. Broad Ac- 
counting-Office-Credit management experi- 
ence. Age 41. Relocate. Address Box N-22 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











SALESMEN WANTED 


Salesmen now calling on distributors, want- 
ed to carry a fast moving line of contact ce- 
ments and other adhesives. Openings avail- 
able in most territories. Our salesforce has 
been advised of this ad. Liberal commissions. 
Address Box N-21 American Lumberman & 
Buildng Products Merchandiser. 





BUSINESS FOR SALE | 








FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K- 
62 American Lembersaan r Building Prod- 
ucts Merchandiser. 





FOR SALE 
Planing mill and a. Up to date, all 
electrical. Power conve sont Green chain. 
Sawdust burner. Building , two trucks, two 
hysters. Located Denver, Colorado area on 
20 acres of leased arena with pecuenie saw 
mill backed "limber agg aw My t million 
feet Spruce ya nnd 
daily, one shift. Address Box M-30 Am 
can Lumberman & Building Products Mer- 
chandiser. 





FOR SALE—Lumber & Build Materials 
Yard in Southwestern a. fter thirty 
five years owner wishes to retire. Sell or 
lease buildings and land, inventory at mar- 
ket, high five figures. Excellent potential 
for a go-getter. Address Box M-45 Arneri- 
can Lumberman & Building Products Mer- 
chandiser. 





Well established retail lumber, paint, and 
hardware business located on the main street 
of a county seat town near Denver. Ample 
off street parking. With experienced capa- 
ble management, annual sales _ potential 
$300,000.00. Estate settlement. Will sell or 
lease equipment and improvements to re- 
sponsible oe Inventory at market 
about $45,000. 
Address: Marold F. Collins, Att'y. 
418 Symes Bidg. 
Denver, Colorado 





Building Material suas S ~ a ne d ex- 
panding resort area of north <9 
A profitable operation with best rot prospec 
Ample opportunity for ex: on. Seared 
for home improvement pt., contracting, 
re-fab. Large, modern salesroom and ware- 
ouses. Private siding. ae must retire. 
phe sell all, or stoc . ones only 
d lease land and buildings. dress Box 
M43 American Lumberman . Building 
Products Merchandiser. 





Profitable Florida Retail Lumber Yard in 

a. Sales $360,000.00, Inventory 
$30,000.00. Land and buildings reasonable 
with terms. The Inventory Cash. No brokers, 
give references. Address Box M-50 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





cae of Boise Valley’s best lumber and coal 
rations, large gross, established 40 years. 
mplete equipped, all clean inventory. 
Gorter location on Highway 30. Terms. 
Warren Hill Agency, 1225 Capitol Bivd., 
Boise, Idaho. 





BUSINESS FOR SALE 











FLORIDA LUMBER YARD 
Located in rapidly growi South Florida 
Town. Inventory about .00. Land and 
Building and —— iding nag In- 

d and Buildings 29% bal- 
ears. canwil deal with principals 
financial references. Address 
berman & Building 
Products Merchandiser. 





LUMBER YARD FOR SALE 

Due to death of major stockholder. Modern 

lant on 5 acre site in stable, Northwestern 

inois Community of Fg nnoes Sales in 1959 

were $700,000.00 with 27% gross margin. Full 

rticulars to qualified enquirers. Address 

Bow 1 M-54 fmarioms Lumberman & Build- 
ing Products Merchandiser. 





FOR SALE—N W Iowa yard. Good, going 
business in top community. Timmins Real- 
tors, Cherokee, Iowa. 





yard—$142.00 per month plus 
maintenance. Inventory about $16,000.00. 
Sales up to $160,000.00. Available im- 
mediately. Location: Central Wisconsin. 
Address Box N-23 American Lumberman & 
Building Preducts Merchandiser. 


Lumber 





| BUSINESS OPPORTUNITIES 








FRANCHISES WANTED 


Established wholesale building paatortels 
distributor operating in western Wash 

and Alaska considering additional lines Sith 
exclusive franchise for Alaska. Firm is well 
financed, has experienced personnel and 
warehous facilities. Address Box M-49 
American Lumberman & Building Prod- 
ucts Merchandiser. 





rienced Oregon whole- 
saler desires to corporate with various 
ange vs Lumber Dealers on a corporate basis 
= form a mutually beneficial pine mae 
All et office for West Coast Lumber items. 
Fn ag, will be held in strict confidence. 
Box M-51 American Lumberman 

- Gullding Products Merchandiser. 


Successful and e 





BUSINESS OPPORTUNITY: 
Rare opportunity for ive lumberman. 
Absentee owner will sell all or part interest 
in two small yards in farming and resort 
ome of Michigan. Would consider profit 
ing basis to qualified party. Normal in- 
ey, good buildings and equipment. P. 
C. Box 388, Marquette, Michigan. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 


BUSINESS CARDS: Raised printing, illustra- 
tions. $3.95 thousand, postpaid. Free samples. 
Rainbow Printers, 166 40th Southwest, Can- 
ton, Ohio. 








MACHINERY FOR SALE 











For Sale—one-Yates American A-20 ball- 
bearing planer & matcher 15” x 8” capacity. 
Assortment of 15 types of heads. 
— one-Mork ballbearing 12” jointer. 
— one-Wilson Radial arm saw 
Complete Saw filing and Grinding 
room equipment. 
Otto A. Boheim 
601 W. Cleveland Avenue 
Milwaukee 15, Wis. 





RAILS WANTED 








RAILS: New and able’ Kita ‘tru , aad and Sold 
1000 eed Serviceable Ki in stock. 


M. FRANK, Lexin on 2 od New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 
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“Have You Overlooked This?’’ 


The following mbuamacturers were carried 
in the Ad issue of American Lumber- 
man & B and are again listed with their 
inquiry numbers fon your convenience. Use 
the Handy Cover Card for more information. 
American Steel & Wire Div., 

U. S. Steel Corp. 

Free copy of the’? new USS American nail 

Catalog furnished upon request. 
Dodge Corp., F. W. 

Write for booklet “How Material 
Equipment Firms Get More Business in 
New Construction.” 

Flintkote Co. 

Literature available on the Flintkote line 
of ceiling tiles. 

SE SE i ss ctie banbeces 96 

Hertz offers fact-filled booklet entitled 
“How to Get Out of the Truck Business.” 

McCloskey Varnish Co. 106 

Free samples of Heirloom Varnish offered. 
Minnesota Mining & Mfg. Co. .......... 104 

Offers, without obligation, a demonstration 
of the “Thermo-Fax” dry coping ma- 
chines. 

Multiplex Display Fixture Co. .......... 125 

Get the free Muitiplex Display Equipment 
catalog. 

National Hardware Co. 130 

Write for literature and prices of National 
“E-Z Set” locksets. 

Nova Sales Co. 

Literature and specification data available 

on “Novafold” solid core plastic doors. 
Pittsburgh Plate Glass Co. 140 

Get details on special “Sun-Proof’ house 
paint spring promotion. 

Republic Steel Corp. ........00cccccccces 101 
nformation available on the Truscon full 
line of Aluminum Horizontal Sliding 
Windows, Series 700. 

Roddis Plywood Corp. 120 

Write for Dealers’ Fact File on ‘“‘Craftwall” 
wood paneling. 

Wolfe Products, Inc. 

Available—information on 

folding table hardware. 


cv hus ca ncuenidersnee 137 
“Lux-Life” 


Abitibi Corporation 

Acme Steel C 

Allied Chemical Corp., 
Barrett Division 

Alsynite Co. of America 

Aluminum Co. of America 


Barrett Division, 
Allied one Cor 
Bennett Mfg. 
Bethlehem 
Beverly Mfg. tke 
Borden Co., The 
Bruce Co., E. L. 
hs ng 


Butler Menutecturing Co 


Burrow 
Buss 


Celotex Corp., The 
Certain-teed Products pease 
Cheney Lbr. Co., AR 


Deniston Co., The 


ADVERTISERS’ 


INDEX 





0. 


ration a pied 
orks, Inc. ... 


Quaker 


Dexter Lock Division, 


Dexter Industries, Inc. 
Duo-Fast 


Fastener Corporation 
Filon Plastics Corp. ... 
Fordyce Lbr. Co. . 
Formica Cor; 
Sub. of ; 
Freeport Woodcraft, Inc 


Georgia-Pacific 
Gerrard & Company, A. Pa 


Hager & Sons Hinge Mfg. Co., C. 
Hastings Aluminum Products, Inc. 
Howard Hardware Products, Inc. . Ply 
Hunter Douglas Aluminum Div., 
rt Brass Co. 

ompany 


Bridge 
Hyster 


Johns-Manville 


R-B Co., 


Kaiser Aluminum & Chemical 

Sales, Inc. Fe 
Kentile, m 
Kewanee Manufacturing Co 
Keystone Steel & Wire Co 


Inc. 


LibbeyeOwenseFord Glass Co. 
Lober & Associates, , 
Lumbermens Mutual Casualty Co 


Macklanburg-Duncan Co 
Major Industries, Inc. . .aue 
Minnesota Paints, Inc sd 
Minnesota Mining and Mfg. Co. 


National Plastic Products Co., The 


Pickering Lbr. Corp 
Pierce & Stevens Chemical Corp 
Ponderosa Pine Woodwork 


State Metals Co 


The 


Rogers Industries, Inc., 
Winter-Seal Div. 
Ruberoid Co., The 


ration, 
yanamid 


Symons 


Western Red Cedar Lumber 
Weyerhaeuser Co., Lumber & 
wood Div. 

Willamette National Lumber Co. 
Willamette Valley Lumber Co. . 
Winter-Seal Div., Rogers Industries, Inc.. 


Safari Motel .. 

Sensenich Corporation 

Skil Corporation ... , 
Southwest Forest Industries, Inc 
Standard Tile Co., Inc 


Clamp & Mfg. Co. 


Templin Associates, Inc 
Tennessee Stove Works 


Assn 








TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4’ x 12’ panel! 











_ Bennett 


TRADE 


RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


Distributed in 
CANADA 
by 
HAMILTON LUMBER 
AND SUPPLIES, LTD. 
669 Parkdale 
Ave. North 
HAMILTON, Ontario 








Rip cuts 


Cross cuts or rips panels of 


© TILEBOARD © PLASTICS AND 
© HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 


© ALUMINUM WRITE FOR 
LITERATURE 
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The R-B Co. 





REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 


truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


1921 Guinotte, Kansas City 20, Mo. 
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TEMPLIN 





Tawss 


No Speci« Equ 


THE VERY BEST IS 


TEMPLIN ENGINEERED ROOF FRAMING 


Locnk 


pment Required 


HOF 
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Casual living ander the Sua! 


FREE PITCH AND 
PUTT GOLF COURSE 
FREE 


? RESORT MOTEL 


FREE TV Ap 


IN EVERY ROOM 
aan dies DAIL 
PER PERSON 


FREE PARKING Sousts 


ON PREMISES OCCUPANCY 
RAVES SLIGHTLY HIGHER DURING JULY & AUGUST 


* Two double beds in each room 
* Kitchenettes available 
¢ 200 ft. of Private Beach 
A COMPLETE RESORT 
—near everything. 
Opposite new Catholic 
and Protestant Church 
Planned Entertainment 
Write or Call for 
information & reservations 
Mr. J. “Buz” Browder, Mgr. 
or call WI 7-4431 


eanfront at 177th Street 


SAFARI MOTEL’ MIAMI BEACH 
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FAMOWOOD | sas .- the AMAZING. eS 


ee ce: os. « » STICKS LIKE GLUE! 
FAMOWOOD is the answer. 


finishes are im: —— 
a oat por pe phen mph 
ou, and 
cr CAN BE USED UNDER 





FAMOWOOD descriptive literature & price list on request. Distributor & Desler inquiries Invited, write Dept. 730 


BEVERLY MANUFACTURING CO soe aber sean 


LOS ANGELES 3, CALIF. 


Mesefactucers ef...FAMOGWEGD © FAMOELAZE « FAMOSOLVERT 
5 SRNR 


Circle No. 67 on Handy Cover Card 








SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 


_ Write for our free booklet, You can get 
_ real dollar savings through safe lumber yard 
_ operations, which explains how costly unsafe 
’ practices can be and shows how our 
Safety Engineering department can save 
money for your aoe yard. Write Lumber 
Insurance 














Y COMPANY 


Lumbermens “WwW 4UW 


KEMPER 
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new LITERATURE 


Time-Saving Card—See Back Cover 


Packaging Lumber. A new folder illustrates and describes 
optional methods of machine-packaging plywood and panel 
stock and provides machine dimensions. Included is information 
on the availability of bags for finished lumber; bags and 
tubes for plywood, wallboard and hardboard; coated papers 
for select lumber products and also covers for storage of 
dimension lumber. For a copy of the folder, write to Portco 
Corp., Paper and Plastic Div., Dept. AL, Vancouver, Wash. 
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“Redwood Homes” is the title of a new 16-page booklet 
featuring imaginative homes designed by well-known architects 
for their own use. Included are many design and construction 
ideas for homemakers planning a new home or interested in 
remodeling. Single copies are available without charge, ad- 
ditional quantities at cost, from Dealers Service Library, 
California Redwood Association, Dept. AL, 576 Sacramento 
St., San Francisco 11, Calif. 
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“Facts and Data on Resilient Floors” is the title of a 46- 
page, revised edition detailing all important factors in select- 
ing correct resilient floor and wall coverings. Included is 
technical data on product and installation specifications, pre- 
paration of underfloors, tables of properties and maintenance 
data and typical architect-client questions. Congoleum-Nairn, 
Inc., Dept. AL, 195 Belgrove Drive, Kearny, N. J. 
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Home Manufacturing & Service. A four-page, illustrated 
booklet outlines how dealers may obtain engineering, architec- 
tural, procurement and financing service for prefabricated 
homes from a company with 25 years’ experience in this field. 
Ivon R. Ford, Inc., Factory-Made Homes, Dept. AL, Mc- 
Donough, N. Y. 
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A new, eight-page catalog on Teco timber connectors, 
framing devices and installation tools is announced. Liberally 
illustrated, it gives complete specifications and details on the 
full line of Teco products. For a free copy of the catalog, 
write to Timber Engineering Co., Dept. AL, 1319 18th St., 
N.W., Washington 6, D. C. 

Circle No. 232 on Handy Cover Card 


New Framing Lumber Grades. A new 112-page supplement 
to the 1960 standard Western Pine lumber grading book 
covers new grading rules and new grade names for framing, 
joists, planks and roof decking, including stress grades. Copies 
of the supplement are available at 15¢ each from Western 
Pine Association, Dept. AL, Yeon Bldg., Portland, Ore. 
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“Pole Type Poultry House—Northern & Southern” is the 
title of a new folder detailing advantages using pressure 
creosoted wood in building the durable farm structures. In- 
cluded are sketches of how to set the poles, attach plates and 
other steps in building the pole type poultry houses. The folder 
may be obtained free of charge by writing to Agricultural 
Extension, Room 2831, U. S. Steel Corp., Dept. AL, 525 Wil- 
liam Penn Place, Pittsburgh 30, Penna. 
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A color comparison guide for 1960 lists asphalt and vinyl 
asbestos lines now available from major resilient floor cov- 
ering manufacturers. Printed on durable stock and easily 
inserted into a three-ring binder, the guide interprets similar 
colors by various producers as commercial equivalents. For a 
copy of the guide, write to Mastic Tile Div., The Ruberoid 
Co., Dept. AL, P. O. Box 128, Vails Gate, N. Y. 
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A special report on efficiency in all phases of shipping and 
warehousing is available in a new booklet entitled “100 Ways 
to Save Money in Packing, Shipping and Stockroom Opera- 
tions.” The 12-page brochure contains time and money-saving 
tips on general administration, packing, shipping, packaging, 
warehousing and public warehousing. For a free copy of the 
booklet, write to Manpower, Inc., Dept. AL, 820 N. Plankin- 
ton Ave., Milwaukee 1, Wis. 
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THESE 8 WORDS GUARANTEE YOU BIG PROFITABLE POWER MOWER BUSINESS: 


“YOU MUST MAKE MONEY! 
LOBER GUARANTEES YOUR SALES!” 


»~ @ Here's the big seller with the sensational feature that's 
generating traffic and volume for Lober dealers everywhere ! 


NEW! SUPER DELUXE 1960 POWER MOWER WITH 
EXCLUSIVE IMPULSE SELF-STARTER! 


@ Big 22-inch (Swath Cut) 3 HP 











@ Big 25-inch (Swath Cut) 3 HP 


REVOLUTIONARY IMPULSE SELF-STARTER 
LOOK— 

No backbreaking to start— 

saves the heart— 


JUST WIND AND START! 
NO CORD TO PULL TO START ENGINE! 


c 


ca 


MODEL IDFP— 
Handy Andy 

Super DeLuxe 

with Impulse Starter 
(in 25 inch, 3 HP and 
22 inch, 3 HP sizes) 


NEW way’ 








Check These Lober Features 
Against The Features On Your Mowers! 


look Underneath Where It Counts! 
Only Lober Power Mowers Give You ALi These 
Unbeatable New Features at Low Promotional Prices! 


ei ¥ 


Us ¢ ES 


Reinforced corners} Four adjustable New Sitent Start and Stop Gas 
guarantee added cutting heights | Muffler cuts down [Throttie Control on 
rigidity and irritating noise Chrome Plated 

strength 


BIG TICKET! BIG VOLUME! 
BIG SALES GUARANTEED! 


® No Problems With Complaints! 
® You Get Top Quality Power 
® Mowers That You Would Pay 
Double For Elsewhere — at 
Lober’s Unbeatable Low Prices 
. and 


LOBER GUARANTEES 
YOUR SALES! 
ms OF LOSS 5 ELIMINATED! 





Handle 





























® WE GUARANTEE YOUR Y 4 i 
Mr, Buyer, Now You Can Assure Your Customers 

CUSTOMERS’ SATISFACTION! oof ae i As a ae ee 

lin al ity ta il 9 ag 
e ORDER NOW St Pneumatic Tires Briggs - Stratton Springs on each 2 she 

iy sg! Making Big Money Giant 8” hermeti- ee Clinton axle keep pins 4 
Right Away! Remember, Only Lober Gives you Guar- cally-sealed double} powerful Premium wheels in replace! rT 
anteed Sales and Guaranteed Customer Satisfaction! ball bearing Engines permanent 
steel wheels alignment Ul 








No Other Manufacturer Can Make This Statement! 









WE FEATURE DuPONT HI-BAKE 













MODEL D— ENAMEL FINISH, EVEN THOUGH COMPETITIVE See r 
4 Blue Ribbon DeLuxe PAINTS WOULD COST FAR LESS! Leber Power Mowers 
22 inch, 242 HP At The SHOW 
25 inch, 3 HP Convention Hal! 
Booth 1775 










MODEL S— 

HI LO STANDARD 
22 inch, 22 HP 
25 inch, 3 HP 


Ritz Cariton Hotel 
Booths 160, 161, 162 
ATLANTIC CITY 

JULY 11-15 










MODEL R-60— 
MODEL DFP— Mr. aneoerst 
G ous George eS —  —F—F—F— OTe 
Senne oes ™ 18 inch, 2 HP MAIL COUPON NOW! T-3-8-60 1 
22 Inch, 24% HP 22 inch, 3 HP | M. LOBER & ASSOCIATES | 
25 inch, 3 HP 7 Central Park West, N. Y. C. 23 | 
7 Gentlemen: YES! ! want guaranteed sales and 
| guaranteed customer satisfaction! Please | 
ieee | rush me full information, immediately. | 
ee a ieot AL Gen aeri er at oS TBO 
. AND ASSOCIATES ;\" ee | 
G. WwW. DAVIS Manufacturers Since 1902 | MR CG edu Neti cseh het eae NebelWsseebe | 
The World's Largest Producers of Power Mowers Shipping. Points Richmond, dat. Wns MN ee oii ccowas 
pments made within jays 
7 CENTRAL PARK WEST, N.Y.C. 23,N.Y. JUdson 6-2117 of receipt of your order. icity .+-+----..+-1-++ Zone.... State aan J 


Circle No. 69 on Handy Cover Card 





Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products 
sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 


your business. 


Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 


quired. 


This card tea until Niieieide’ 15, 1960 


Advertised Products 


1 2.9 
14 15 16 
27 28 29 
40 41 42 
53 54 55 
66 67 68 
79 80 81 
92 93 94 

105 106 
118 119 
131 132 
144 145 


4. § 6 
7 18 19 
30 31 32 
43 44 45 
56 57 58 
69 70 71 
82 83 84 
95 96 97 


157 158 159 160 


7 
20 
33 
46 
59 
72 
85 
98 


8 
21 
34 
47 
60 
73 
86 
99 


107 108 109 110 117 112 
120 121 122 123 124 125 
133 134 135 136 137 138 
146 147 148 149 150 151 152 


9 
22 
35 
48 
61 
74 
87 

100 
113 
126 
139 


JUNE 6, 

10 11 12 

23 24 25 

36 37 38 

49 50 51 

62 63 64 

73. 376 77 

88 89 90 

101 102 103 
114 115 116 
127 128 129 
140 141 142 
153 154 155 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 
214 215 216 
227 228 229 
240 241 242 
253 254 255 
266 267 268 
279 280 281 


204 
217 
230 231 
243 
256 
269 
282 


257 
283 


205 206 207 
218 219 220 221 222 
232 233 234 235 236 237 238 


270 271 272 
284 285 


208 


260 


209 


244 245 246 247 248 
258 259 


261 


210 211 212 
223 224 225 


249 250 251 
262 263 264 


273 274 275 276 277 


286 


287 


288 289 290 


1966 


213 
226 
239 
252 
265 
278 
291 





Name 


Title 





Company 





Address 





City 


Dealer 


Zone 


State 











Wholesaler 
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New, Free 
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Inquiry Card ¥ 
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oA 
a ew 


me 










Ue 


Here’s the handiest card yet — 





@ no turning back to find the card as 
you turn the pages. It’s always in 


front of you. 


covers both editorial and ads. 


just one inquiry brings you the 
latest facts from all manufacturers 


checked. 


*.-. & __6_ __ 4. -#@ __-». = 






Liha oot EP 





ee ase al -: Bet 6 pada dat i C0 we TA BERGER 


Outstanding Ke ntile® F bees like this are fe catured t in the ste andy Kentile adve rtising that appears in LIFE, 
LOOK, THE SATURDAY EVENING Post and 17 other leading magazines plus 51 Sunday Magazine Sect» 


FIRST CLASS 
Permit No. 777 
CHICAGO, ILL. 


THREE MORE f.. 
KENTILE GIVES YOU QUICK DELIVERIES FROM OVER wnercneevee Pa) 


150 WAREHOUSES! Wherever you are, there’s a dis- ARE EASIEST TO SE. 
tributors warehouse near you...ready to supply you © Top Quality ... backed by thy agus 
/ Kentile guarantee! 

with anything in the entire Kentile Floors line... often ¢ Complete Line: Vinyl Asbe: os, As- 
Pe z . phalt, Solid Vinyl, Rubber aud Cork 

within 24 hours. No need for you to carry big stocks. Tile! 

With Kentile Floors, you're sure of products that are in ¢ Hi-Fi Paper Samples (perfec! repro- 

ductions of tile colors) end sampling 


if Mailed in the United States 
POSTAGE WILL BE PAID BY 
NEW YORK 4, N. Y. 


AMERICAN LUMBERMAN 


No Postage Stamp Necessary 


BUSINESS REPLY CARD 


constant demand... you'll sell more, profit more! problems... take little space! 


For complete information, contact your nearest Kentile Floors Divisional Office shown below. 


RBINBHEE BROORE 


58 Second Ave., Brooklyn 15, N. Y. . 0 Fifth Ave., New York 1 . 3 Penn Center Plaza, Philadelphia 2, Penn. © 55 Public Square, Cleveland 13, Ohio 
900 Peachtree St., N. E., Atlanta 9, Ga. 7 106 W. 14th St., Sse feu 5, Mo. . 4532 So. Kolin Ave., Chicago 32, Ill, « 2929 California St., Torrance, Calif. 
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